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.... Meters that stop when 


Here’s air gets into the line 


For high speed fuel oil deliveries (up to 120 
Your Answer GPM) Brodie has developed high velocity 
BiRotor tank truck metering that makes pos- 
sible accurate measurement at high flow rates. 
This is accomplished through the combination 
of: (1) New Brodie Air Control System; 
(2) Brodie balanced, free opening outlet valve; 


—to Fast, Accurate 


Fuel Deliveries (3) in conjunction with full capacity Brodie 
“ BiRotor Meters. They said it couldn’t be done 
—with —but Brodie did it. sco 


Positive Air Control 
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Brodie Air Control 
prevents the en- 
trance of air into meter at high 
rates of flow with no restriction 
under normal operating condi- 
tions. Does not depend on liquid 
level in air eliminator. 


Brodie Differential 

Check Valve closes 
tight when air enters system. It 
has far less restriction than a 
spring loaded back pressure 
check valve. 


_ Get in touch with your Brodie Metering Specialist who can help you with your metering problems, or send for Bulletin 670, today. ' 


SEND ME COMPLETE DETAILS & PRICES 
...0n the Brodie Air Control System, and Differential Check 
Valve used with Brodie BiRotor Meters. 
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Att'n of 








Street. 





RALPH N. BRODIE COMPANY 
San Leandro, California, U.S.A.* CABLE ADDRESS: “BRODICO"” 
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There’s extra business 
in turning vacation drivers into 
Magic Circle drivers 


Those millions of vacationers soon on the roads can do one of two 
things when they reach their vacation spots: 
They can forget their cars and just sit around “taking it easy” 
... wondering what to do. 
Or... they can use their cars for more fun—exploring the new 
Magic Circles that are all around them. 
They'll drive—and buy more gasoline—if you’ll suggest to them 
places to visit, things to see and do. 

You'll be backed up in this by Ethyl’s Magic Circle campaign, 
in both national magazines and local newspapers—a continuing 
market-expansion program that’s another of Ethyl’s services to the 
Petroleum Industry. 


ETHYL CORPORATION 


NEW YORK 17, NEW YORK 
ETHYL CORPORATION OF CANADA LIMITED, TORONTO 
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The Fastest, Safest, 
Gurest Coupling Known! 


You'll want to keep this excellent, practical working Catalog close 
at hand. Lots of illustrations clearly show the complete interchange- 
ability of master gauged OPW KAMLOKS. Detailed recommendation 
Flalee-1P4ia}-Mmeigr-1a6-fmm age) ler-]me-Je)-Leit-1|- Mace) ame laliell-me-l ole) ifer-balelat-mer-lale Mn t-[o tT) | 
information will help you in planning, selection and -determining in- 
stallation. 






No. 634-B DUST CAP 
Just write us on your letterhead and it's yours! 
Your fluids handling may well be improved with OPW KAMLOKS. 
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No. 633-E ADAPTOR 


w CORPORATION 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 





No. 633-C COUPLER 
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... before you sign a station lease, it can mean the 


difference between a successful business and failure 


From the minute you seriously consider leasing a station—to the time 
when you're running your own business full tilt—you must be willing 
and able to assume many roles. All station operators are buyers, mana- 
gers, dealers and salesmen—-and some are tenants too. And like them, 
your business future rests heavily upon how well you understand and 
are prepared to perform in these roles. Here are some basic questions you 
should ask as a prospective tenant, buyer, etc.—before you sign a lease! 


AS A BUYER 


1. What is the business potential of this station? 

2. Do I have to pioneer the business, maintain it, 
or rebuild it? 

3. How much money will I be required to put up? 

4. Where can I get financing? 

5. What credit terms are available to me? 


AS A DEALER 


1. Does the supplier have training programs for 
dealers—attendants? 

2. What sales promotion aids are available? 

3. How often are dealer meetings held? 

4. To whom can I bring my special problems? 

5. Whom will I deal with on a day-to-day basis? 


AS A MANAGER 


1. How much capital do I have available for in- 
ventory —equipment? 
2. Am I willing to apply for a loan—will my appli- 
cation meet with approval? 
. Will my earnings be sufficient to support my 
family and meet note payments? 
4, What accounting and record keeping are neces- 
sary to run my business on a profitable basis? 


nie 


AS A SALESMAN 


1. Do I like meeting and dealing with all kinds of 
people? 

2. Do I enjoy selling? 

3. Can I train others to sell? 

1. Am I quick to observe what people need and 
want? 

5. How do I plan to increase business—through 


motor tune-up—other special services—neigh- 
borhood solicitation—local advertising? 


AS A TENANT 


1. What will my rent be—how is it calculated? 

2. How long a lease can I get? 

3. What other obligations are there, such as insur- 
ance—business clothing—maintenance? 


We at Mobil know that our success is dependent 
upon the success of our dealers. Therefore, before 
entering a lease or a contract with any new dealer, 
we urge a frank discussion of all the facts which 
will help him make sound decisions as an inde- 
pendent business man—right from the start. 


Mobil Oil Company 


A Division of Socony Mobil Oil Company, Inc., 150 East 42nd Street, New York 17, N.Y. 
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Behind Our Headlines 





Prizewinners McGrath, Wells, Caperell, Breese, Bethell 


Another Prize for NPN 


4, OR THE THIRD YEAR in a row NPN has won a Jesse 
Neal award, the highest prize in business journalism. 

In the field of business publications, it is the equiv- 
alent of an “Oscar” in the moving-picture industry, a 
Pulitzer award in the newspaper field, an “Emmy” in 
television, and a “Tony” for the theater. 

This makes a total of five Jesse Neal awards NPN 
has received in three years. 

The first-place award went to NPN for “New Forces 
in Marketing,” a series of three articles which ran in the 
October, November, and December: issues. 


| pee PRIZE is a handsome plaque inscribed with 
the names of those who worked on the articles. 
Individual medallions went to five NPN staffers: 
John Bethell, managing editor; Ed McGrath, merchan- 
dising editor; Doris Wells, marketing research editor 
Bill Caperell, art director, and me. 
This is how they look. 





The editorial competition is sponsored by Associated 
Business Publications, national trade association. The 
awards are named after the ABP’s first managing di- 
rector, Jesse.H. Neal. 

Although five names appear on the plaque, many 
others contributed directly or indirectly to the over- 
all project, among them many of our readers, who 
were sources of information. 

We'll blow the NPN horn a little, at the same time 
thanking all of you who helped us get information 
that went into the prize-winning series. 
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... yet it’s a complete 
truck metering system | 
in one weight-saving compact 


Everything you need for accurate metering 
of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: 
an efficient air-release to remove 
slugs of air, a large capacity strainer 
EF THAN THIS MAGAZINE _ to prevent dirt stoppages, a time-saving 
/>~ automatic-quantity control valve, and 

dence-building ticket-printer. 


nly Neptune gives you all these in 
Tittle space, with so much saving in 

sight. Only three connections to make. 

“extras” to buy . . . fewer chances 

it leaks . .. less chance for 

proper installation. 


© Most important . . . all these important 
“accessories are designed by Neptune, 
“assembled by Neptune, and calibrated as 


one unit by Neptune. 


CGISTEL 
Add Neptune’s splendid reputation for 


sustained accuracy and low maintenance, 
and you have the oil marketer’s most 

. sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or 
tank truck manufacturer‘for details. 


NEPTUNE METER COMPANY 

LIQUID. METER DIVISION 

47-25 34th St., Long Island City 1, N. Y. 
Branches and Jobbers in All Principal Cities 


for a better J measure of profit 


In Canada:, Neptune Meters, Ltd., Toronto, Ontario 

















SENTINEL BATTERY SEPARATORS 





Ordinary separators have 
embossed ribs. U.S. Sentinel 
Separators have extruded 
ribs, which are integral parts 

of the separator. This is a 

patented feature. 


Here’s why Sentinel Separators cut down on adjustments: 


@ Premature failures of Sentinel* Separators are unknown. They therefore prolong the life 
of plates. 


@ U.S. Sentinel’s ribs are an inseparable part of the separator. 
@ The flat back slows down the sulphation that occurs under self discharge at high tem- 
peratures. 

SENTINEL SEPARATORS ARE ENGINEERED FOR THE LIFE OF THE BATTERY 
The additional months of battery life made possible by U.S. Sentinel Separators far more 
than offset their slightly higher cost. +Patented 


Mechanical Goods Division 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 
Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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Letters 


Wanted: a ‘favored customer’ clause as a 
price cure ... More reaction to private-brand 
price differentials ... Reorganization woes 


To THE EDITOR: 

I am writing regarding your special 
report in the April issue, “New In- 
sights Into Pricing” page 155 and in 
particular the part, “What Can Be 
Done?” 

All of us in marketing have some 
very basic decisions to make, namely, 
to accept the present pricing policies, 
which appear to be completely unfair 
to consumers as well as to marketing, 
and quit complaining, or else do some- 
thing besides talking. 

Most of the price-war cures we hear 
about—retail consignment, fair trade, 
uniform tank wagon, etc.—treat only 
the effect and not the cause, which, as 
you state, is undoubtedly overproduc- 
tion, but also includes excess manu- 
facturing, overbuilding and govern- 
ment subsidy via tax policies. In 
addition, it is simply unfair and un- 
ethical business practice traveling 
erroneously under the guise of free 
enterprise and competition. 

We have abandoned the law of the 
jungle (survival of the fittest) in our 
civil codes of conduct, yet it governs 
pricing policies. . . 

Inasmuch as policy makers eschew 
ethical and fair practices to the detri- 
ment of marketers and consumers, we 
have the responsibility to consider the 
only recourse available to us—the rec- 
ommendation that federal legislation 
be enacted (and I am familiar with 
most of the bland arguments that 
morality cannot be legislated). 

We, as consumers as well as mar- 
keters and citizens, should ask for a 
“favored customer's” clause in the ex- 
press or implied sales contract (an in- 
voice also being a contract), requiring 
the producer, manufacturer or proc- 
essor to extend to all customers for 
similar or approximately equal prod- 
ucts the lowest price, plus freight, 
which they are voluntarily charging 
any customers, with an allowance that 
they can fair-trade branded merchan- 
dise at a higher price to recover mer- 
chandising and incentive costs. 

Of course, care would have to be 
exercised so that the spirit and the 
letter are not circumvented by loaned 
equipment, unusual credit terms, com- 
missions, unreasonable quantity dif- 
ferentials, etc. 

Before the noise from the adherents 
of the jungle method becomes too 


loud, I ask when they bought insur- 
ance at a cut price, or liquor, or re- 
duced travel fare. Precedent for simi- 
lar legislation exists in the recently 
enacted auto manufacturers’ price- 
disclosure act. ... 

This would cost the taxpayer rela- 
tively nothing to administer, would set 
no prices, and free markets and com- 
petion would not be jeopardized. 
Higher profits, new techniques, and 
cheaper methods would remain as 
objectives and incentives. 

West Coast MARKETER 


Reorganization Shakeups 


The article “Decade of the Big 
Shakeups” that appeared in your Janu- 
ary issue implied that it will be later 
in this decade before an evaluation 
can be made of the many marketing 
management reorganizations in the 
50s. I don’t feel it is necessary to wait. 
If most of these changes bring about 
better results, it will be in spite of 
rather than because of these changes 
and, more particularly of the methods 
employed in effecting these changes. 

Surely no one can accept the theory 
that a company can grow as fast by 
periodically firing a few senior people 
as it could by utilizing the acquired 
skills peculiar to any organization. 
That companies grow despite this type 
of personnel relations shows they grow 
in spite of rather than because of 
themselves. 

Reorganizations are required for 
the reasons you give—greater utiliza- 
tion of manpower, inefficiency, cen- 
tralization, or decentralization — but 
these do not develop overnight and 
should not be met overnight. 

The companies’ objectives are simi- 
lar, too — increased sales and profits 
—though each is faced with problems 
in varying degrees because of various 
stages of growth. That each one is 
meeting this objective in different ways 
indicates that the chosen objective is 
merely a preference rather than com- 
pelling, and that the method selected 
could be handled gradually and 
humanely. 

Wholesale firings result in the de- 
velopment of a low regard for the 
business community—this industry is 
maligned enough without contributing 
to the lack of respect and cynicism. 

In the broad view, we pride our- 
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—no weak spots 





Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 
EWER-TITE 
-the best quality 
quick couplings 
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—precision machined 
— accurate tolerances 






Bronze 

a Aluminum 
Stainless 

Carbon 

ms Malleable 
Hastelloy 

You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 


® EVER-TITE 
Standard 





EVER-TITE 
Adapter EVER-TITE. 
and The EVER-TITE 


trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 

hose or pipe. 

E Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 
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CONTROL VALVES 








AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to 12 in., 
up to 600 psi and 150° F 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BROQICO" 
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Letters 


selves on our regard for and dignified 
treatment of the individual. Yet in 
these wholesale shakeups, we find peo- 
ple whose lives and careers are ruined 
because of the callous manner in 
which personnel relations are handled. 
It is a breach of a manager’s responsi- 
bilities as a citizen and as a decent 
human. 

We in the industry should have no 
reluctance to hold up to public con- 
tempt and ridicule practitioners of this 
type of personnel relations. 

There are plenty of people with 
management ability who can evaluate 
their own objectives without calling 
in outside “experts.”” Men who recog- 
nize that a sense of decency and ethics 
is important can manage by precept, 
industry, and example and who know 
that the greatest asset they can have is 
loyal, devoted, capable people and 
that this allegiance can be most easily 
motivated by good lines of communi- 
cation and fair treatment. 

Name withheld on request 


Phillips in North Carolina 


>I was naturally interested in your 
article on page 128 of the April issue 
commenting that Phillips had lost three 
more jobbers to Tidewater in the 
Spring Hope, Rocky Mount, and 
Louisburg area of. North Carolina. 
This was not exactly true . 

Warren Oil Co. of Louisburg oper- 
ated as a Phillips jobber in Franklin 
county and the eastern half of Nash 
county. It had two subjobbers: War- 
ren-Brantly Oil Co. in the Spring 
Hope area and Bass Oil Co. in the 
Nashville area. Bass was probably the 
backbone of the entire Warren opera- 
tion. 

Here’s what happened: 

e Warren-Brantly started a Tide- 
water scratch commission operation in 
the Rocky Mount area. 

e Warren Oil then sold its jobber 
operations in Louisburg to Tidewater. 
Phillips retained the only Class A sta- 
tion involved. 

e Warren-Brantly also sold its sub- 
jobbership in Spring Hope and formed 
a commission partnership for this area. 

e Phillips signed Bass as our jobber 
in the Nashville and Spring Hope area 
and retained 40% of all the business 
involved. 

e Negotiations are almost complete 
for a replacement jobber in the Louis- 
burg market whose gallonage will far 
exceed that of Warren. 

e@ We still have our same jobber in 
the Rocky Mount territory (Stalling 
Transport Co.), whose 1959 gallonage 
was twice that of the entire Warren 
operation. 

We have no quarrel with Tidewater’s 
buyouts and long-commission plan ot 
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operation. Our basic method simply 

differs from theirs. We, however, are 

continuing to grow and expand in this 

division and are strong enough, flexi- 

ble enough, and close enough to our 

present jobbers that we will retain that 
business that we want to retain. 

N. W. O’HAVER 

Division Manager 

Phillips Petroleum Co. 

Raleigh, N. C. 


Private-Brand Differential 


> Our own studies have shown, and I 
personally have strongly emphasized, 
your article’s findings that nonmajor 
prices vary widely in a given market 
and that there is generally no one 
differential between majors and non- 
majors (April p162, “How Do Private- 
Brand Spreads Affect Competition?”) 

The conclusion that nonmajors with 
the lowest volume prices do not nec- 
essarily do the greatest volume is a 
very significant one. We recently made 
a nonmajor study which showed the 
average gallonage of nonmajors with 
a 3¢-4¢ differential was frequently no 
greater than the average gallonage of 
stations with a 1¢-2¢ differential. 
While price is important, it is certainly 
not the only factor determining a non- 
major station’s volume. 

The point on nonmajor marketing 
strategy is very important. Today the 
higher calibre nonmajors, in particu- 
lar, have a wide choice in how much 
emphasis they place on price as com- 
pared with facilities, service, adver- 
tising, and other methods of attracting 
business. . . . 

A couple of points in your article 
need to be interpreted with caution. 
You conclude that nonmajors “gener- 
ally emphasize high gasoline volume 
and minimum services.” If by “ser- 
vices” you mean driveway services, 
we are inclined to disagree. Our studies 
show a definite trend toward the better 
calibre nonmajor stations offering very 
efficient, courteous driveway service. 

We also feel the writer minimizes 
the importance of price to the non- 
major. While our studies certainly 
point out that other factors are of 
considerable importance, it would be 
unfortunate if the reader became lulled 
into an attitude that major-brand sup- 
pliers can relax their concern over the 
sizable, and in many areas growing, 
differential. 

Nothing in the study disputes the 
fact that a given nonmajor station will 
generally do considerably more vol- 
ume at a lower price than at a higher 
price relative to major brands. .. . 

WILLARD W. WRIGHT 
Senior Vice President 
Sun Oil Co. 
Philadelphia, Pa. 
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TRUCK HOSE 
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Can you really afford to gamble on hose that “might” do the job—that “may” 


stand up—in your day-in, day-out operations? 
; ; k J } Ti STYLE WWC GASOLINE 
Thousands of oil marketers play it safe — simply by staying with Goodyear PUMP HOSE 


hose for any and every job from drilling wells to filling gas tanks. 


They know Goodyear quality never wavers—that Goodyear developments such 
as CHEMIGUM help to provide unmatched oil-resistance. Rugged Goodyear 
construction fights off wear in abusive service. Goodyear hose lasts longer. 


So why settle for less than a proven performer like Goodyear? You can’t 


lose when you contact your Goodyear Distributor—or write Goodyear, Indus- 
the big name in hose i - 


trial Products Division, Akron 16, Ohio. 


THE GREATEST he IN RUBBER 








Chemigum, Redwing—T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 
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S. WENDELL LEISHEAR. 
OWNER of Leishear’s 
Service Station. 


“Our Clakional System 


saves us 2,900 yearly... 


pays for itself every 12 months!”’—teishear's Service Station, 


“Every service station ought to have 
a National System and here’s why,” 
writes S. Wendell Leishear, owner of 
Leishear’s Service Station located in 
the nation’s capital. 

“First of all, a modern National 
System offers ideal protection over 
cash and charge sales. Example: our 
National System gives us a complete, 
automatic break-down on every 
transaction by sales, service, install- 
ment accounts, merchandise and 
personnel involved. This information 
is printed simultaneously on locked- 
in tape each time a transaction is 


recorded. At any time, we can re- 
move the tape for additional sales 
and inventory analysis. National’s 
speed and accuracy permit us to get 
all this data with a big saving in 
time and money. This is the way I 
like to run my business. 

“Our National System saves us 
$2900 yearly and pays for itself 
every 12 months.” 


OA Wadd jivben 


Owner of 
Leishear’s Service Station 


THE NATIONAL CASH REGISTER COMPANY, vayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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NATIONAL 


EXTERIOR of Leishear’s Service 
Station, Washington, -. 


THIS NATIONAL SYSTEM 
paid for itself in one year. 


Washington, D. C. 


Your service station, too, can be nefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National's 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 
(See the yellow pages of your Ci™ 
phone book.) 
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Money-Making Ideas | 


Neater attendants... 
how losing a contest 
can win customers. 


TIDEWATER RECENTLY picked 
up an old Army gimmick and is using 
it successfully at its San Francisco 
bulk terminal. A 2x6-ft. mirror is 
spotted in the hallway of the office 
building where plantmen and drivers 
pass. A sign over the mirror says, 
“This is You—Satisfied?” Tidewater 
reports that employe appearance has 


improved. 
$ 


ONE EASTERN DEALER has 
added a twist to the offer of “free 
motor oil change if we forget to 
check your oil, wipe your windshield.” 
He makes it a point to have an at- 
tendant goof once in a while. The 
elated winning customer talks about 
it, spreading some advertising, and 
encouraging other drivers to try for 
the prize. 


AN ESSO DEALER in New Jersey 
recently heard that a local dealer was 
changing from Esso to another sup- 
plier. The dealer then got a copy of 
the local voting list and sent letters 
to all voters. The letter explained, 
“Esso service and products are still 
available at—,” his own station, of 
course. A road map and Esso touring 
card followed in a second mailing. 
Cost for 25 new customers: $38. 


$ 


YOU OR YOUR DEALERS can help 
make sure people read your circulars 
this way: Roll the circular around a 
piece of bubble gum or other in- 
expensive confection and put a rub- 
ber band on it. Curiosity will make 
people open it up. 
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How ectir| made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


At ~ Get complete information on Thermoid-Quaker ground-refuel- 
1B ing hose from your local Thermoid industrial distributor, or 
” POWER-MOWER | repair work _ is write Thermoid Division, H. K. Porter Company, Inc., Tacony 
7 snowballing into a big business. Some & Comly Sts.. Philadelphia 24. P 

Ms Southern dealers are reported to be Soy es ae Sp, FM 

ill racking up profits up to $500 a year 

1e on this extra service. They use sand- 

% wich signs to push station servicing 








of mowers either in fall or spring. 


$ 


OLD OIL CANS in the 5-qt. size have 
been put to good use at summer 
camps where children are taught to 








THERMO/ID DIVISION 


H.K.PORTER COMPANY, INC. 


swim. The camp instructors rig up the 
cans with a webbing harness and use 
them to keep the kids afloat while 
learning. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, 
electrical wire and cable, wiring systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and 
pipe fittings, roll formings and stampings, wire rope and strand. 
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Meth 


The first new antiknock compound since Ethyl! 


New Methy] steps up octar 


ole. 


METHYL WILL STAR ON TV! 


Methy] will 
give customers pare 
the come-on at 

your station! 


On "Sen Hunt,” your top-rated 
ature dramatic commercials 


suse 


WITH METHYL all cylinders get even antiknock 


protection hecause Methvi stands up under extreme engine 
fermperatunes, kéeps its antiknork properties under all driving 
comdhons Methvi stops power wasting knock, lets every cylinder 


sxjueere extia power from meviern gasoline. 


Standard brings you the first new 
antiknock compound since Ethyl 





Sianaard Of Call, is Dacking Ns new Metilyl gasolmmes WII OnE OF Ute Livsl MiteiisIve aUVeL toy prulmivuvus 1 Das ever put on 


The West 





Standard Introduces ‘MethyI' 


After nearly four decades, here's a new antiknock additive — Methyl. 
Stancal thinks half of U. S. gasolines will be using it in five years 


A NEW antiknock gasoline additive, 
the first in 38 years, has been intro- 
duced by Standard Oil Co. of Cali- 
fornia. It’s tetramethyl lead (TML) 
with the trademark “Methyl.” 

Standard has added Methyl to all 
three of its gasolines, plugging it with 
one of the most intensive advertising 
promotions ever undertaken by the 
company. 

The very fact that a major oil com- 
pany is now using tetramethyl lead 
will make its use by other companies 
more likely. The more of the chemi- 
cal made, the cheaper it gets. More- 
over, some gasolines can be raised 
to higher octane numbers for less 
money with TML than with TEL, 
the standard antiknock additive for 
nearly four decades. 

Is TML Here to Stay?—Undoubt- 


14 


edly tetramethyl lead will become 
more important from now on. J. R. 
MacGregor, vice president of Cali- 
fornia Research Corp., Standard’s 
subsidiary, predicts half of U.S. gaso- 
lines will contain TML in five years. 
He says all foreign gasolines will use 
it in two years. 

The Methyl race could become 
complicated, however, by patent dis- 
putes. A number of major oil com- 
panies, including Socony Mobil and 
Esso (NPN—Feb. p85), have patents 
on some applications of tetramethyl 
lead. Ethyl Corp. has some, too. 

Standard of California has applied 
for U.S. and foreign patents covering 
the composition of the gasoline con- 
taining TML. They plan to license 
other companies, aiming for world- 
wide licensing. 


Even with hitches, however, TML 
is in oil marketing to stay. For those 
refiners with gasoline stocks that re- 
spond best to tetramethyl lead’s anti- 
knock qualities, TML will undoubt- 
edly be used. It’s a simple matter of 
economics. 

A New Tool—Methyl has the 
added advantage of giving companies, 
hard pressed by gasoline competition, 
a powerful merchandising tool. The 
scope of Standard’s Methyl advertis- 
ing campaign emphasizes the value of 
such a tool. 

“Standard brings you the first new 
antiknock compound since Ethyl— 
Methyl,” says Standard advertising. 
“New Methyl steps up octane per- 
formance so effectively that it stops 
power-wasting knock better than any 
other antiknock compound.” 
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Teaser billboards were used to 
break the Methyl campaign. Dum- 
my painter finished one letter a 
day. Many drivers wondered why 
the painter worked so slowly. In 
Los Angeles, dummy was stolen 


Taxi signs with just ‘M’ toured 
two weeks. Full name came out 
when new gasoline went on sale 


“No other gasoline has anthing 
like it! And it’s in all three Chevron 
gasolines . . . at no increase in price!” 

“Breakthrough.” 

These are some of the pitches 
Standard is using in an intensive cam- 
paign begun this spring. Practically all 
available media are being used: two- 
color and black-and-white newspaper, 
magazines, farm papers, outdoor 
posters, taxi signs, television, radio, 
and special point-of-sale material. 

What TML Does—Although tetra- 
methyl lead has been known for years 
as an antiknock agent, it’s use hasn’t 
been feasible because of the compo- 
sition of former gasolines. Today the 
proportion of aromatic hydrocarbons 
in gasoline has become greater, and 
it’s these blends that respond best to 
TML. 

Standard says _ substitution of 
Methyl for TEL will raise the road 
octane number of the average pre- 
mium gasoline at least one number. 
The company estimates this could 
save refiners at least $30-million a 
year. 

A particular advantage of TML is 
its greater volatility. The heat of the 
engine in many modern cars tends 
to separate TEL from the gasoline, 
while TML remains blended. Thus the 





full antiknock quality of Methyl is 
delivered uniformly to the cylinders, 
making the new compound more ef- 
fective on the road. 

Considerably greater improvements 
result when Methyl gasolines are used 
in certain manual-shift cars, says 
Standard. That’s why European re- 
finers are expected to adopt TML 
faster than American. 

Standard is using 2.06 ml of TML 
or less per gal., a level which the 
U.S. Surgeon General considers non- 
hazardous. 

Who Supplies TML?—Standard’s 
supplier of TML is the Ethyl Corp., 
which has developed a new manu- 
facturing process for the compound. 
This process is being used at Ethyl’s 
Baton Rouge, La., plant. It’s the first 
commercial production of TML. Ini- 
tially Standard is taking the plant’s 
entire production. 

DuPont supplied Cal Research with 
TML in test quantities, but lost to 
Ethyl in bidding for commercial quan- 
tities. DuPont is understood to be 
building a TML unit in New Jersey. 

Standard reports TML costs more 
than TEL, at least initially, perhaps 
as much as 20% more. However, even 
at its current price, Methyl provides 
octane improvement in modern fuels 
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considerably below processing costs 
for the same improvement in road 
octanes, says Standard. 

Other Users—Besides Standard of 
California, the following associated 
companies are using Methyl: 

Salt Lake Refining, Salt Lake City, 
Utah, part of Standard’s integrated 
western operations. 

Standard Oil Co. of Texas, Stand- 
ard subsidiary, using Methyl in all 
three grades. 

Standard Oil Co. of British Colum- 
bia, Standard subsidiary, using Methyl 
in its two grades. 

The East Coast subsidiary of Stand- 
ard, Calfornia Oil Co., using Methyl 
only in premium distributed from its 
Perth Amboy, N.J., refinery. 


> A white plastic paint for station 
driveways hasn’t panned out for Walt 
Simas, California private-brander. 

Simas experimented with the paint 
at a new four-grade outlet in Castro 
Valley, Calif. (NPN—Jan. p24). 

The idea was to cut lighting re- 
quirements at night. Simas covered 
blacktop with four coats of vinyl 
paint, impervious to gasoline and oil 
and highly reflective. 

Simas reports that while the paint 
was gasoline resistant, it wasn’t water 
resistant. The winter rains just about 
washed it away, and he doesn’t think 
it will be worth the expense to re- 
paint for the summer, especially with 
the short nights. 

Simas had put in a full complement 
of lights at the new station, just in 
case the paint experiment didn’t work. 


Union Oil Co. has selected 17 mar- 
keting employes to participate in its 
annual five-week training course. The 
course will cover all phases of com- 
pany operations, and candidates who 
maintain a “B” average or better will 
become sales supervisors, representing 
the company’s more than 5,000 deal- 
ers. 


The Serve Yourself and Multiple 
Pump Assn. of Los Angeles (SYMPA) 
now requires all its members to par- 
ticipate in a group insurance program. 
SYMPA stated in a newsletter to its 
members that 100% participation 
meant eventual lower rates. For those 
hesitant to join the group program, 
SYMPA had this to say: “We politely 
anticipate that not all will wish to re- 
main with us.” 


> Union Oil Co. is building new mar- 
keting stations at Grangeville and 
Idaho Falls, both in Idaho, and in 
Great Falls, Mont. Union is also re- 
building marketing facilities at Willits, 
Napa, and Lompoc, all in California. 
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The Southeast 


Esso tries new sign, 
vending mall... Co-op 
terminal is proposed 


AN EYE-CATCHING $§ssstation at 
Charlottetown Mall, a new shopping 
center in Charlotte, N. C., represents 
at least two marketing experiments for 
Esso Standard. 

e The large 
sign with sepa- 
rated letters (see 
picture) is Esso’s 
first departure 
from its tradition- 
al oval trade 
mark. Esso offi- 
cials say the sign 
doesn’t indicate a 
trend away from 
the oval version. 

e The ‘‘shop- 
ping mall between the office area and 
the bays is one of five vending-ma- 
chine units Esso has installed at high- 
traffic stations in Charlotte (NPN— 
May p132). The roof design calls 
attention to the vending area. 

The new station is designed to 
match the architecture of Charlotte- 
town Mall. The Mall’s designer work- 
ed with Esso in planning the station. 

The $36,000 outlet has three pump 
islands and three bays (two lube, one 
wash). 

Another interesting feature of the 
station is a door at the rear of the 
building, for unloading TBA without 
interfering with front-apron traffic. 

Concrete screening at the far left 
of the building is for decoration. It 
blends with the nearby shopping cen- 
ter’s architecture. 

The station, operated now by four 
men, is expected to do 50,000-60,000 
gal. a month. It’s on a corner across 
the street from the shopping center, 
which will eventually spread into the 
block behind the station. 





By B. E. Barnes 


Shell Oil Co. is abandoning its old 
bulk plant in Savannah in favor of a 
brand-new plant now rising on a six- 
acre site west of the city. 

The new terminal will be owned 
and operated by Petroleum Terminal 
Co., M. H. (Hamp) Clark, president. 
Petroleum Terminal will handle the 
Shell products on a _cents-per-gal. 
margin contract. 

The $335,000 terminal, to be com- 
pleted by Sept. 1 this year, will have 
two 33,000-bbl. tanks, one 17,000- 
bbl. tank, and one 10,000-bbl. tank. 
The new facility will also have a 
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Shupping-center station in Charlotte, N.C., features new sign, vending mall 


40x50-ft. warehouse for storage of 
package goods. 

The tanks will be connected by 
10-in. pipeline to an intake point at 
the Georgia State Docks, 150 yards 
from the terminal site. 

The terminal will stock Super Shell 
Premium, Shell house brand, and fuel 
oil. 

The terminal will serve Savannah 
through commission distributor F. H. 
Howden. The new facility will also 
supply 15 jobbers in coastal areas of 
Georgia and South Carolina. 


The Virginia Petroleum Jobbers 
Assn. has voted unanimously to op- 
pose again a federal fair-trade law. 
The association immediately wired 
the House rules committee, express- 
ing opposition to the Harris bill, even 
as amended. 

This supports the position of the 
National Oil Jobbers Council. 

G. S. Campbell, Charlottesville, 
chairman of the association’s legisla- 
tive committee, says gasoline shouldn’t 
be considered a fair-trade item be- 
cause it’s exchanged among major 
suppliers “with only a few drops of 
this or that added.” 


“It seems to me a waste of money 
for each oil company to maintain ex- 
pensive piers, docks, pipelines, and 
channels,” says Donald C. Hill, chief 
engineer of the Virginia State Ports 
Authority. 

Hill’s proposed solution: a huge, 
floating offshore terminal, coopera- 


NATIONAL PETROLEUM NEWS * 


tively owned and operated by all oil 
companies in the Hampton roads area, 
at the port of Norfolk. 

Deepwater terminals can be very 
expensive. A new one in Caracas, 
Venezuela, cost $90-million. A joint 
project of the Venezuelan government 
Shell, and Gulf, the facility can berth 
supertankers. 

Hill’s proposal, too, looks to super- 
tankers. Hill is concerned about the 
growing size of ocean tankers, and the 
need for deeper and deeper channels. 

“There are tankers now under con- 
struction that will weigh up to 158,000 
dwt., with a draft of 48 feet. When 
ships draw more than 32 feet of 
water, they mean trouble for most 
dockage facilities,” says Hill. 

At Hampton Roads, where the na- 
tural approach channel is 55 feet or 
more deep, a deep-draft vessel would 
have no trouble approaching a float- 
ing terminal. 

Hill made his proposal to 15 oil 
companies. Ideally, he says, the off- 
shore terminal should be managed by 
a holding company jointly owned by 
the participating companies. 

However, he indicated Virginia 
might participate financially and other- 
wise. “The policy of the board of 
commissioners of the Virginia State 
Ports Authority is noninterference in 
any case where private enterprise can 
handle the job. But if there is suffi- 
cient need for such a floating marine 
terminal, the state might aid financing, 
and take over the operation of such a 
terminal,” he said. 
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CUP LEATHERS NO MECHANICAL VALVES FOUR METAL PISTONS 


The Bennett four-piston all-metal meter PSG, life-long accuracy and maintenance-free 
will handle any fuel that can be marketed for (3m mA» service. The exclusive all-metal meter is just 
use in modern motor vehicles. No fuel, | q Anr one more reason why oil marketers 
regardless of additives or aromatic Ni . A. everywhere consider Bennett pumps 
content, will damage this meter’s VE ER\O. the Standard for Comparison. 











Model 256 
illuminated Oil 
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erchandiser 
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Fleet Jr 
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Model 100 BMF 
Grease Dispenser 


Model 789 
Fileetmaster Pump 
with Ticket Printer 


Model 506 
Barrel Pump 


Model 2068 G 
Big G’’ 
Transfer Pump 


Model 246 
AWTH Islander 


Model 244 
AWT Islander 





Model 98 
Tireflator 


Model 248 
AWC Islander 
with Cash Box 


Model 32 
Hose Reel 


§ / Vyjpae CHA for COMPCUSON 


Each of these Bennett products is built to be the finest of its type, to deliver the superior 
performance, maintenance economy and year-in, year-out dependability that have 
made Bennett famous as the Standard for Comparison. That’s why oil marketers everywhere 
rely on Bennett dispensing equipment for quality construction and peerless operation. 


JOHN WOOD COMPANY ; Bennett Pump Division + Muskegon, Michigan 
District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago « Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock « Los Angeles * New Orleans * New York « Philadelphia « Pittsburgh * Rochester « Salt Lake « Seattle * St. Paul ¢ San Francisco 
IN CANADA: JOHN Woop ComPANY LIMITED - Toronto * Montreal * Winnipeg * Vancouver 
Export: John Wood international Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 
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The Southwest 


Overproduction plagues 
two major markets— 
rattlesnakes, gasoline 


THE MARKET for two of the South- 
west’s more stable commodities—gaso- 
line and rattlesnakes—has so far failed 
to live up to the 
promise of the so- 
called “Soaring 
Sixties.” But sup- 
pliers have been 
trying to do 
something about 
the gasoline mar- 
ket. 

The rattlesnake 
market in West 
Texas and Okla- 
homa is shot to 
hell. It used to be 
that during spring roundup time prime 
rattlers brought at least $1.50 a lb. 
But competition has been growing, 
with hunters coming from all parts 
and using various novel trapping 
ideas. The result is that prices dropped 
this year to a low of 20¢ a lb. in some 
cases. 

The deterioration of the rattler mar- 
ket can be blamed on both competi- 
tion and production. Some sneaky in- 
dividuals were even caught by county 
authorities trying to slip in “outside” 
rattlers. Needless to say, the authori- 
ties didn’t go for that at all. 

The retail gasoline market, mean- 
while, has been plagued by the same 
conditions—overproduction and com- 
petition. Various estimates during the 
first quarter had up to 80% of Texas 
and Oklahoma service stations in- 
volved in price wars at different times. 
In some cases, prices reached such 
ridiculous lows as 5¢ and 6¢ a gal. 

You won’t get a bet here that prices 
won't be back in the same sad shape 
by the time you read this. At this 
writing, however, suppliers are taking 
steps to try and clear up the gasoline 
price mess. 

As they have done before (and usu- 
ally with short-lived success), suppli- 
ers have quietly withdrawn so-called 
“competitive allowances.” This has 
had the immediate desired results: 
postings have shot back up to “nor- 
mal” or “near normal.” Independents 
have followed. 

Suppliers took these actions (not 
simultaneously) after the Oklahoma- 
Texas price situation had gone past 
the ridiculous stage. Examples: 

e When prices dipped to well be- 


By Marvin Reid 








low 10¢ in Waco, three wholesale 
marketers started buying gasoline 
from “price-protected” retailers. They 
would then haul it to other less dis- 
turbed areas and resell it. They found, 
simply, that this was cheaper than 
buying from their suppliers. Their ac- 
tion forced some suppliers to put their 
Waco stations on day-to-day supply 
allocation. 

e In another city, a jobber who 
supplies mostly commercial accounts 


Take a Closer Look 
at Your OPPORTUNITIES 
In Special-Purpose Lubricants 


and Discover .. . 
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got hopping mad about competition 
from “ordinary” jobbers. He found 
they were getting his commercial bus- 
iness, since supplier retail price pro- 
tection enabled them to sell cheaper. 
The price protection wasn’t being 
given on commercial postings. This 
commercial-accounts jobber  threat- 
ened to retaliate by selling to service 
stations when the “protection” was 
pulled off. 

e And then there were many cases 





What a difference the dag’ makes! 


For over fifty years, Acheson has pioneered the use of film-forming, 
colloidal solid additives in oils and greases intended for special- 
purpose applications. Beginning with the development of colloidal 
graphite by Dr. E. G. Acheson in 1906, ‘dag’ colloidal dispersions have 
gained ever widening acceptance and recognition as the “ultimate” 


in basic concentrates. ‘dag’ brand products are your assurance of 
dependable performance and economy in lubricants compounded for 
metalworking, metal casting, glass mold and other uses involving 


high temperatures and pressures. 


Write today for information on Acheson colloidal graphite, molybde- 
num disulfide and other dispersed solids. Discover for yourself what 


a difference the ‘dag’ makes! 





ACHESON 


ACHESON Co/oids Company 


PORT HURON, MICHIGAN 


A division of Acheson Industries, Inc. 


Also Acheson Industries (Europe) Ltd. and affiliates, London, England 


Offices in: Boston + Chicago * Cleveland * Dayton » Detroit» Los Angeles * New York 
Philadelphia « Pittsburgh * Rochester « St. Louis 
‘dag’ is a registered trademark of ACHESON Industries, Inc. 
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GENTLEMEN: Please send me the literature checked below: 
l [_] Bulletin 421 — For Assembly and Run-In Lubrication 
[_] Bulletin 424 — For Use In Industrial Lubricants 
| [_] Products List [_] Please have your representative call 
I name i 
title 
| 
| address 
company 
& city state NP-60 
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for THIS S 
‘Billions! 


Millions of gallons of gasoline are pumped 

every month .. . billions of gallons every year 
. every year more gasoline is pumped than 

previously. 

Keeping pace with improved gasolines and 
improved service station facilities is the world- 
famous Veeder-Root ‘Computer — the re- 
nowned “Head for Figures.” 

Gasoline standards will continue to improve 
... pump performance will continue to improve 
... and Veeder-Root Computers will keep pace 
with these improvements as Veeder-Root engi- 
neers continue their work of giving you even 
better performance. 

You can always count on “The Head for 
Figures.” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


‘The ame that Counts” 


New York « Chicago « Los Angeles * San Francisco 
Seattle « St. Louis « Greenville, S. C. 
Altoona, Pa. « Montreal 
Offices and Agents in other principal cities 




















of farmers and the like watching the 
up-and-down retail price picture care- 
fully. When prices were down, they 
would haul gasoline home in old milk 
cans, drums, syrup buckets, and any- 
thing else they could find. Such buy- 
ing, of course didn’t help attempts to 
get postings up and keep them up. 


Canada 


Gasoline glut spawns 
giveaways, premiums, 
and other promotions 


CANADIAN oil companies are get- 
ting ready for what could turn out to 
be the most intensely competitive sum- 
mer in recent history. 

Premiums and giveaways are rife: 
garden tools, Mexican hats, kites, car 
mats, and even Canadian savings 
bonds. Many other merchandising 
gimmicks are in the works. 

It’s true that Canadian demand for 
refined products has been growing a 
healthy 6% to 10% a year. However, 
oil-product capacity has been expand- 
ing a lot faster: it has tripled since 
World War II. 

The looseness of supply has created 
the most competitive selling climate 
in the industry in more than two dec- 
ades. 

New refiners have entered the mar- 
ket. Others are expanding into new 
areas. The going is getting rougher all 
the time. Despite the premiums, the 
outlook is for an outbreak of price 
wars this summer. 

Imperial Oil’s recent nationwide of- 
fering of garden tools on a self-liqui- 
dating basis has sharpened the entire 
promotional picture in recent weeks. 
Other integrated oil firms, following 
Imperial’s pattern, are now planning 
aggressive new sales schemes of their 
own. 

Last summer British American Oil 
launched a direct-mail campaign— 
eight separate mailings from July to 
May—in which five giveaway items 
and two self-liquidating products (car 
floor mat and car washing brush) 
were offered. B-A is reportedly get- 
ting ready a new campaign for this 
summer. 

Imperial’s garden-tool offer has run 
into some trouble. The Canadian Re- 
tail Hardware Assn. is up in arms. 
Some irate members have mailed their 
credit cards back to Imperial. 

The hardware association complains 
Imperial is offering the tools at a price 
lower than they pay wholesale. 
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The East 


Oil marketers refuse 
to pay city license fee, 
setting stage for test 


NO HEATING-OIL jobber or sup- 
plier has yet plunked down $100 for 
an annual license to do business in 
Harrisburg, Pa., 
or paid the $1 
special license fee 
for each oil truck 
operating in the 
city. 

All this tends to 
set the stage for a 
test case to deter- 
mine whether the 
city’s tax is legal. 
Atlantic Refining 
Co’s local office 
and Penn Central 
Oil Co., representing suppliers and 
jobbers, will probably be involved in 
the test case. 

The industry thinks the special tax 
is discriminatory and illegal because 
the city is singling out the oil industry 
to carry the extra load. 

Moreover, as oil men feared when 
Harrisburg adopted its tax plan, other 
neighboring towns have got the same 
idea. But oil men think they’ve put out 
those fires for the time being, at least 
until the court test decides what’s 
what. 





Brodersen 


Cornelius 
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»Two area jobbers are making plans | 


to rebuild offices destroyed by fire. 


Meanwhile, they operate from tem- | 


porary headquarters. 


J. Hollis Albert, whose Operators’ | 


Heat office in Baltimore went up in 
smoke late in March, plans to erect a 
Butler-type building, with a few mod- 
ern touches, fo replace the 20-year- 
old wood structure that’s now a pile 
of ashes. 

George H. Wolfe Jr. of Geo H. 
Wolfe Inc., Gulf full-line jobber in 


York, Pa., plans to get started in two | 
see 


or three months. “We want to 
what happens to a highway relocation 
project on our street first,” he says. 

In both fires, bulk storage was not 
involved. Albert, a heating oil jobber, 
says the building and office-equipment 
loss comes to about $50,000. Com- 
pany records are in pretty good shape. 
Accounts receivable were in a fire- 
proof safe, ledgers were at the audi- 
tor’s, degree-day cards were burned 
but are legible enough to make new 
ones from. “Our sales records and 
prospect lists are gone,” says Albert- 
bert. 

The origin of the Albert fire is not 





ACCURATE 


INFLATION! 


TIREFLATORS 





Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD fen) 
COMPANY \\ee 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 




















Color for positive 
identification! 
Samples on request. 
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Lead Terminal Insulated Cable 


SS 


Lead Terminal Strap 
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MERCHANDISING QuaLity 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion— impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


Le 
“OTHE CRESCENT COMPANY, INC. 
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known for certain, but Wolfe says his 
fire started in the garage when a me- 
chanic dropped an electric work light, 
causing the bulb to explode. The truck 
he was working on went up in flames, 
with fire spreading throughout the ga- 
rage and then to a three-story brick 
office building. 

Loss is about $55,000, Wolfe says. 
“But we had time to toss the records 
in the fireproof safe and to move out 
a lot of the office equipment.” 

His fire, Wolfe says, shook up a lot 
of his competitors. “They are making 
plans now to keep their records in 
fireproof safes. They didn’t have any- 
thing to put records in.” 


The Midwest 
Rock Island Refining 
expands in Indiana... 
Pipeline LPG coming 


ROCK ISLAND Refining Corp., Indi- 
anapolis, Ind., is campaigning for more 
independent jobber customers in cen- 
tral Indiana. The company recently 
beefed up its refinery output from 18,- 
000 to 26,000 b/d. 

Rock Island supplies 110 independ- 
ent jobbers in a 75-mile radius of In- 
dianapolis, where major oil companies 
and other competitors have been woo- 
ing away some of its unbranded job- 
bers with “submarket” prices. 

Rock Island plans to broaden its 





marketing area, perhaps to the entire | 
state. It’s offering new jobber custom- | 


ers the following help: 
e Designing service-station layouts. 
e Expediting permits from the 
highway department for curb cuts. 


® Obtaining permits from the fire | 


marshal’s office for tank and pump 
placement. 

e Estimating building costs. 

Rock Island doesn’t charge jobbers 


for these services. It’s said to be the | 


only supplier in the area offering such | 


inducements. 
Rock Island’s refinery yield is 
48.5% gasolines, 29% home heating 


oils, 13% industrial oils, and 8% re- 


finery gas. It doesn’t make lubes. 
Majors have about 75% of the gas- 
oline market in Rock Island’s area. Its 
chief competitors are Ashland Oil, 
W. H. Barber (Pure), Cities Service, 
Clark Oil, Kocolene, Ohio Oil, Okla- 
homa Oil, Phillips, Transit Oil (Au- 
ora), and Triangle Refineries. Trian- 


gle is a relative newcomer to the area. | 


By December, Minneapolis and St. | 
Paul, Minn., and Madison and Mil- | 


waukee, Wis., should be getting LP- | 
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OIL MERCHANDISER 


Sell the one out of every three customers who will 
buy oil when it is offered! Put an Oil Merchandiser 
on your island to remind customers to check their 
oil! Empty can and drip receptacle keeps island neat. 
Panel lock ends pilferage. Illuminated sign available 
to increase sales impact. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto + Montreal + Winnipeg * Vancouver 
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BUCKEYE +100 


AUTOMATIC NOZZLE 


e@ LIGHTER ® FASTER FLOW ® EASY TO USE 
e THE MOST RELIABLE AUTOMATIC EVER BUILT! 


The new aluminum Buckeye #100 is so ruggedly designed—so efli- 
ciently simple that there just isn’t much that can go wrong. Fewer mov- 
ing parts! Up to 50% less than competitive models. Easy one-hand 
operation! The hold-open device is built-in the guard. No springs or 
moving parts to bother with. Good looking design—functional, too! 
The slim, tapered silhouette permits the #100 to penetrate deeper 
into the fill pipe—assures more positive shut-off. Tested reliability! 
Dropped 10 times on a concrete floor from a height of 6 feet, then put 
through the automatic shut-off cycle—99,999 AUTOMATIC FILLS 
LATER, IT STILL WORKED—PERFECTLY! Call your Buckeye 


Distributor, or write us for complete details. 


GUARANTEED for 1 YEAR 


W R I TE a BUCKEYE IRON & BRASS WORKS 
% é. P.O. BOX 883, DAYTON 1, OHIO 
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gas and natural gasoline direct from 
New Mexico by pipeline. 

That’s when Mid-America Pipeline 
Co., Tulsa, expects to complete its 
1,800-mile pipeline, believed to be the 
first all-LPG line in the country. 

A trunk will run from Eunice, N.M., 
to McPherson, Kans., with branches 
to each of the two market areas. Ini- 
tial capacity will be 50,000 b/d to 
McPherson, and 30,000 b/d on each 
leg. Ultimately 85,000 b/d will move 
on the combined legs. 

The pipeline could cut the price of 
propane about 2¢ gal. Propane now 
goes into the Twin Cities area in rail 
tank cars for $1.68 bbl. The pipeline 
rate would be 80¢. 

Mid-America expects the line to be 
used by Skelly, Sinclair, Pure, Na- 
tional Propane, Tuloma Gas Products 
(Standard Indiana subsidiary), and Sid 
Richardson Gasoline. 

Potential users from the Twin Cities 
area, says Mid-America, include 
Farmers Union Central Exchange, 
Suburban Gas, United Petroleum Gas, 
and the Great Northern, Northwest- 
ern and International refineries. 


The Rockies 


Jobbers blast ‘myth’ 
of tank-wagon prices, 
urge pricing realism 


DISMAY at varied pricing practices 
in the oil industry was voiced strongly 
by Colorado jobbers at their spring 
meeting in Den- 
ver. 

Tank - wagon 
prices were de- 
scribed variously 
as “fictitious,” 
‘‘unrealistic,”’ 
“mythical,” and 
“meaningless.” 
The comments 
highlighted a pan- 
el discussion mod- 
erated by Frank 
Tallman of Pue- 
blo, a Phillips jobber. 

The discussion ended on a favor- 
able note as most jobbers, members of 
the Colorado Petroleum Marketers 
Assn., nodded agreement with presi- 
dent Paul Bradley’s comment: 

“The industry is grasping and grop- 
ing for some equitable basic pricing 
structure. We are on the right track in 
talking about this. Neither tank-wagon 
nor the Wall Street Journal price is 
satisfactory.” 

Some jobbers said their supplier 
contracts were based on Street Wall 





By Frank Pitman 
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Journal quotations. 

George Calkins, NOJC vice presi- 
dent, told the meeting, “There is a 
growing trend toward a stable pricing 
structure where there will be only two 
prices—a cost price and a suggested 
retail price—like in nearly every other 
industry.” 

Sam Ross, Denver jobber for Skel- 
ly and a member of the panel, said 
selling by suppliers to commercial ac- 
counts below jobbers “have reached 
ridiculous and ruinous proportions in 
the Denver area.” 

Ross said the only way for the job- 
bers to fight back “is to expose these 
practices, not with rumor and half- 
truths, but with fully substantiated 
facts that cannot be refuted.” 

Bill Quinn of Lamar, Phillips job- 
ber in a heavily populated farming 
district, said some major companies 
were selling to small irrigation com- 
panies and other small-scale commer- 


cial accounts “at 6¢ under tank 
wagon.” 
Don Severson, Mobil jobber at 


Grand Junction on Colorado’s west- 
ern slope, said the chaotic pricing situ- 
ation “was in part the fault of some 
irresponsible jobbers—and they aren’t 
the ones who are here or belong to the 
association. They are the ones who 
started cutting prices first and started 
a vicious cycle of continuous price 
cutting.” 

Several jobbers, including Tallman, 
reported that intense competition was 
developing from unbranded retailers. 
Several jobbers, especially those from 
small cities, said “chicken-coop sta- 
tions” are being thrown up on the out- 
skirts and unbranded gasoline is sold 
by stations advertising simply: “Major- 
brand gasoline.” 

They said that the unbranded sta- 
tions have experienced slow starts but 
as soon “as the word spreads around 
town and a few people see the name 
on the truck delivering gasoline there, 
business booms.” 

Calkins told the meeting that the 
underlying cause of the chaotic mar- 
keting condition is “the fact that the 


production and refining segments are | 


running the oil industry. The way 
to get around excess refinery runs is to 
let the marketing department set the 
quotas, and then refining and produc- 
tion would be geared to that.” 





Calkins told the meeting that suc- | 


cess in legislative matters, both na- 


tionally and on state and city levels, | 


depends upon the organization of job- 
bers into the NOJC and local state 


associations. “Only in that way can | 


we unite and make ourselves heard in 


the halls of government,” Calkins | 


said. 
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TRANSFER PUMP 





, Specially designed for effi- 
cient transfer of petroleum 
products. High vacuum, 
self-priming transfer pump 
delivers a constant flow of 
up to 10 gallons a minute. 

Automotive-type pistons 
with rings withstand sever- 
est conditions. Vacuum 
breaker prevents siphon- 
age, provides complete hose 
drainage. No foot valve. 
Automatic nozzle available. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICH. 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto « Montreal « Winnipeg * Vancouver 
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will give you Big Savings 


-RED JACKET 


petroleum 





Five Models with Capacities ae, 


to 260 GPM 


There are big economies and operating 
advantages of underground bulk stor- 
age. Combined with the low installa- 
tion and maintenance costs of Red 
Jacket ‘“‘BIG-FLO” Submersible Pe- 
troleum Pumps, they give you big 
overall savings for bulk plant instal- 
lations. You save installation costs, 
since Red Jacket ‘“BIG-FLO”’ Pumps 
eliminate such equipment as foot or 
check valves, and suction piping and 
fittings to bottom of tank. Gate valve 
on pump discharge and concrete base 
for pump and motor are not required 
either. ‘‘BIG-FLO” pumps save main- 
tenance costs, too. They are lubricated 
by the petroleum product pumped, 
and direct drive eliminates wear on 
drive connection parts. These advan- 





tages, together with out-of-the-way and 
out-of-the-weather location, lack of vi- 
bration and vapor lock, make them 
virtually trouble-free. 

Five models of Red Jacket ‘‘BIG- 
FLO” Submersible Petroleum Pumps 
include models from one through five 
horsepower with capacities to 260 gal- 
lons per minute, total heads to 110 
feet. All models are listed by Under- 
writers’ Laboratories, Inc. 

These pumps include the advanced 
engineering features of Red Jacket 
‘“*Extracta’”’ pumps that pioneered ex- 
tractible submersible remote pumps for 
service stations. For complete infor- 
mation about Red Jacket ‘“ BIG-FLO”’ 
Pumps, contact your nearest repre- 
sentative or write us direct. 


Bit ~- 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 


; Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. » R. M. “‘Mac’’ Crowder, 5719 W. Hanover St., Dallas, Tex. « 
' Henry D. Fairlie, 15 West 44th Street, New York 36, N. Y.e R. L. Faubion, Sr., 2525 S. W. Boulevard, Kansas City, Mo. 
' e Joe R. Mooney, 2704 St. Claude Ave., P.O. Box 3294, New Orleans, La. @ E. P. ‘“‘Ted’’ Muller, 1306 E. 17th Ave., 
Denver, 18, Colo. © R. E. Sanderson, 221 11th St., San Francisco 3, Calif. © A. R. Sedgebeer, 2711 So. Hill St., 
Los Angeles, Calif. ¢ A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. ¢ Gardner Udel, 3820 College Ave., 
ere 5, Ind. e Lee Vaughan, 3111 No. 34th Place, Phoenix, Ariz. « C. E. ‘Red’? Weaver, 4223 Cincinnati- 
Brookville Road, Hamilton, Ohio « John F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. « E. ‘Al’ Zahi, 1516 
So. 5th St., Minneapolis, Minn. 


PETROLEUM EQUIPMENT DIVISION e« Box 270, Davenport, lowa 
RED JACKET Manufacturing Company 


PE-299 
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Tennessee 


Some tips on how to 
upgrade your dealers 


THE DEALER PROBLEM is serious 
for many Tennessee jobbers, too. So 
aspects of the dealer situation were 
featured on the Tennessee Oil Men’s 
Assn. program last month in Memphis. 

Four points stood out in a panel 
discussion on “Dealer Financing and 
Development”: 

e@ Roger Brown, Shell jobber, 
Lewisburg, doesn’t have a_ turnover 
problem, he reports. The key to his 
setup is a centralized accounting pro- 
gram for dealers. For a fee of $25 a 
month, each dealer is relieved of the 
responsibility of handling his own 
books and, in effect, obtains a manage- 
ment and counseling service from the 
jobber. 

“The successful dealer is essential 
to the successful jobber,” says Brown, 
who makes a point of having success- 
ful dealers. 

e E. M. (Ed) Jolly, Esso Stand- 
ard Tennessee-Arkansas division man- 
ager, explains that Esso has four 
plans for financing dealers: (1) the 
manager plan, new to many in the in- 
dustry (see page 113 for details), (2) 
the usual commission plan for oil and 
gasoline, (3) the dealer-financing plan, 
with an open account, and (4) a 
financing plan involving specifics, such 
as TBA, or motor oils, with credit up 
to 120 days. 

In that division, Esso financed 252 
dealers last year, and 40 have paid 
off already, leaving $560,000 outstand- 
ing. Losses are placed at 1.4%. 

“Object of Esso’s program,” says 
Jolly, “is to try to solve the problem 
of dealers who are long on ability and 
short on cash.” 

@ W. J. (Red) Harrell, Shell's 
Atlanta division retail manager, says 
the four basic subjects of Shell’s ex- 
tension training program are: (1) 
management training, (2) driveway 
service, (3) mechanical know-how, 
and (4) salesmanship. This program, 
which 928 Atlanta division dealers 
took last year, is now being offered 
to Shell jobbers for their dealers. 

e@ T. Lloyd McLain, Conoco job- 
ber, Cleveland, Tenn., trains his 
dealers individually. The important 
thing is to have a good dealer lined 
up for a station before building, 
McLain advises. 

Brown, a rural jobber who has his 
own philosophy on dealer financing, 
is willing to back his dealers 100%. 
“I don’t want my dealers to go any 


Associations 


place else for financing,” says Brown. 
The panel discussion, featuring the 
two major-company representatives 


and two Volunteer State jobbers, was’ 


moderated by Frank Breese, NPN. 

The meeting attracted the largest 
turnout yet for a Memphis convention. 
Mrs. Elizabeth Walker, executive sec- 
retary who emerged from a virus at- 
tack to line up the convention, had 
everything on clockwork. 

Featured speakers were NOJC pres- 
ident E. K. Bennett, discussing jobber 
responsibilities, and T. J. Diviney, 
Monsanto, describing his company’s 
civic-affairs program. 


California 


Distributors attack 
trading stamps... Want 
‘irreducible margins’ 


CALIFORNIA oil marketers are look- 
ing for evidence that trading stamps 
are actually private currency issued 
in violation of federal law. 

Ending a three-day convention in 
Santa Barbara, the California Petro- 
leum Marketers Council adopted a 
resolution branding trading stamps “an 
outright discount mechanism” and “a 
kind of fractional coinage.” 

The resolution says trading stamps 
are “privately issued currency.” 

CPMC’s staff was asked to “develop 
any evidence which might point to 
the need for government correction 
of fractional coinage practices.” 

“It appears to CPMC,” says presi- 
dent Georga A. Powell, Rio Grande 
distributor of Los Angeles county, 
“as shown by an overwhelming ma- 
jority vote in open convention, that 
the issuance of what amounts to a 
new-fangled currency pre-empts the 
right solely assigned to our U. S. Con- 
gress to issue coinage.” 

CPMC is seeking legal ground for 
prohibiting “sale of trading-stamp 
coinage.” 

To CPMC, stamps issued by an in- 
dividual company or station are not 
currency, but become currency when 
they can be obtained at a variety of 
establishments. CPMC calls this “in- 
terchange,” believing that this is the 
principle that makes trading stamps 
“fractional coinage.” 

In another resolution, CPMC called 
on suppliers to set up “irreducible 
margins, reductions of which should 
not be requested of consignees or ex- 
pected of jobbers.” 
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BUILD 
CONSUMER 
ACCOUNT 
VOLUME! 
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Give your customers 
3-way fueling economy! 


1 Accurate fuel cost control 


° Faster, safer refueling—easy- 
to-read horizontal dial face 


3 Padlock provision to end 
pilferage 


Bennett quality features — direct 
drive rotary vane pump, built-in 
strainer and check and by-pass 
valve—make Fleet Jr. pumps inex- 
pensive to operate and maintain. 


JOHN WOOD 
COMPANY 
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keep ahead of 
competition 


TODAY 


What They’re Saying 





TOMORROW ‘An Independent Calls for Order 


Use these products for 
easier selling, faster service 
and better station operation. 


SELOIL CABINETS 5 models to 
choose from . . . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps 


SALES MESSAGE HER 








LUBE SERVICE CENTER 
Centralizes write-up 
and follow-up of 
lube bay service work. 
This is the most 
automatic, econom- 
ical and effective fol- 
low-up system available. 








REFRESHMENT PATIO 
Brings customers into your station . . . 
organizes vending machine sales . . . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 
MODERN METAL 
PRODUCTS CO. 
Box 1798 e Greensboro, North Carolina 
Box 691 e San Jose, California 
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Reid Brazell* lays most 
| of blame for low prices 
on ‘international majors’ 


GCI am here to talk about the inde- 
pendent refiner. | don’t know just why 
we're called independent. Possibly it 
| is a differentiation between a fully in- 
| tegrated oil company operating inter- 
| nationally and those that are not. . . 

| How is the independent refine 
| presently doing profit-wise? 

| Generally speaking, he is having a 
hard time. Product prices are down 
| and costs are up... . 

| Does the foreign crude-oil import 
| allocation assigned to the independent 
| refiner cause him, or encourage him, 
| to cut product prices? 

| No. Actually, in many cases, it is 
{the only thing that permits him to 
stay in the black, or fairly close to it 
The price cutter can and usually is 
‘traceable to the front door of a ma- 
jor oil company. 

Why are product prices down and 
who is to blame? 

The main reason is that the refin- 
ery runs are too high—resulting in 
|more products being available than 
| the market requires. Another reason 
| for low product prices is the disposal 
of the incremental barrel. 

The incremental barrel is the extra 
| barrel that can be pushed through a 
| refinery. That is the cheapest barrel 
that is made in the refinery, but it is 
the most expensive barrel that any 
company sells because it is usually 
dumped on some market at a low 
price because it didn’t cost as much 
; to make as the other barrels. 

As to who’s to blame, all of the 
|refiners must share some of the 
blame. True, some have reduced their 
|runs, mostly the small independents. 
The majority of the blame, however, 
must rest with 15 or 20 of the large 
{companies that process more than 
80% of the crude oil run through the 
| refineries in the United States. 

Some of the so-called major oil 
companies that a few years ago were 
domestic operating companies, at 
least for the most part, are now inter- 


*From a talk by Reid Brazell, president of 
Leonard Refineries Inc., to the Independent 
Petroleum Assn. of America at Denver, Colo. 





Brazell: ‘a bunch of marauding pirates’ 


national oil companies and should be 
recognized as such. Certainly their 
interests appear to be international 
and not in and for the United States, 
except that the United States seems 
to be a fine place to sell cheap crude 
oil by chopping it up into pieces and 
selling it as products at ruinously low 
prices. 

The rule today for some of the 
large companies seems to be: claw, 
slash, gouge—get all of the market 
they can in any area at any price- 
then invade the next area. Some otf 
them appear to be even more vicious 
and bloodthirsty than the meanest In- 
dians ever dreamed up by a movie 
producer. 

I know, personally, the majority otf 
the heads of these large companies. | 
like each of them as a person. Their 
recent actions as a company are not 
those of a good citizen and should 
not be tolerated. 

What are we going to do about it? 

1, frankly, have no solution except 
to suggest that those people—those 
companies—start acting like good 
citizens and stop acting like a bunch 
of marauding pirates. 

Now, I am sure that making such 
a suggestion is not going to get the 
job done. I think it is going to take 
the combined efforts of the independ- 
ent producer, the independent re- 
finer, and the independent jobber, 
acting in the role of the independent 
Americans that we are, to bring any 
semblance of sense out of the chaos 
in which we find ourselves today. 

I say, let’s get on with the job!99 
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What They’re Saying 





About credit policies 
... oil's ‘sugar daddy’ 
role ... gas-heat service 


(¢Credit in the petroleum business is 
essential and can be properly admin- 
istered without adverse criticism from 
the public, and can either make or 
break a company.” Sylvester F. (Bud) 
Riehemann, Champion Service Co., 
Sinclair jobber, Hamilton, Ohio. 


(¢Through the years, oil has played a 
‘sugar daddy’ role to Texas govern- 
ment. In that character, oil has had 
both responsibilities and privileges, 
which, to be absolutely frank, gen- 
erally offset the burden. Today your 
industry is headed for a ‘scapegoat’ 
role—without responsibilities and 
without privileges. That role is not 
enviable.” Horace Busby, president, 
Business Research Corp. 


Q¢This overproduction and resultant 
price-cutting has not sold one extra 
gallon of gasoline. The concept of 
the incremental gallon should be re- 
examined against the background of 
the petroleum industry’s continuing 
health and progress.” W. Harold Rea, 
president, Canadian Oil Companies, 
Ltd. 


QCAt the present time, many of our 
members refuse to service gas-heat 
equipment. We suggest that in the 
long run (with obsolete gas units now 
coming into the replacement market), 
this may be a short-sighted policy.” 
Frank W. Cady, managing director, 
Oil-Heat Institute of Rochester, N.Y. 


¢¢While I feel no complacency over 
the encroachment of other forms of 
space heating, I see no reason to hit 
the panic button. Certainly some of 
the facts are no cause for cheering, 
but they have brought about some 
new activities in the heating-oil in- 
dustry which are very worthwhile.” 
Robert H. Scholl, executive vice pres- 
ident, Esso Standard Div., Humble 
Oil & Refining Co. (Del.) 


6¢The best heating-oil salesman is a 
satisfied heating - oil customer.” 
Charles Ricker, district sales manager, 
Gulf Oil Corp., Wilmington, Del. 


(¢The goal of the oil-heat industry is 
the completely oil-powered home. 
The homeowners with an oil-powered 
house need have no worries about 
severe storms and other phenomena 
which may cause pipeline or power 
failures.” Fred Heaney, president, Oil- 
Heat Institute of America. 
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TABLE TALK: Father-and-Son executives of the busy Benson Oil Com- 
pany, Independent Richfield Distributors of Columbia, South Carolina, 
talk business strategy around conférence table. Left to right, they are: 
Herb, Jr., Herbert L. Benson, Jerry and Jim. 


Richfield Distributorship Provides 
CO . Wg 
Security For My Family 
says Herbert L. Benson 


Herbert L. Benson began in the oil business in 1933. Did 
well, too. But he wanted to do better. So he started looking 
around... 


“We looked over the whole field,” he says, “and decided on 
Richfield in February, 1956. What swung me? Well, quality 
of product is the best assurance of satisfied customers, and 
the quality and performance of Richfield products are fa- 
mous along the Eastern Seaboard. Besides, I wanted inde- 
pendence. I wanted security for my 3 sons, Herb, Jr., Jerry 
and Jim. And an Independent Richfield Distributorship pro- 
vides them with plenty of security. 


“What's more, the Richfield people must have invented the 
word ‘cooperation.’ Because they sure know how to cooperate 
on every count. Help is yours for the asking. Help right from 
the top. And Richfield advertises and merchandises the brand 
to beat the band.You bet I’m glad we changed to an Inde- 
pendent Richfield Distributorship!” 


THERE MAY BE an Independent Richfield Distributorship 
available in your territory. We suggest you write, wire or 
phone us now. 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


708 THIRD AVENUE, NEW YORK 17, N.Y. 





Serving the Eastern Seaboard from Maine to Florida 
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TYREX INC., EMPTRE STATE BLDG., NEW YORK !,N.Y¥. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of Tyrex Inc. for tire yarn and cord. TYREX tire yarn and cord is also produced and available in Canada, 


sin 


Why ask for trouble when you can sell the 


With TYREX tire cord on the scene, no one needs to put up with discomfort for one minute. 
Today’s comfort-conscious motorist wants a tire equal to today’s luxury cars. And that’s 
precisely what he’s getting in tires made with TYREX tire cord—the tires that come as 
original equipment on every make of 1960 American car. This means a ride so luxuriously 
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smooth, quiet riding tires with TYREX° CORD 


smooth and quiet, you wonder if the tires are even touching the road! That’s only the be- 
ginning: @ Tires with TY REX tire cord run cool for greater safety at highway speeds! ¢ Tires 
with TYREX tire cord are more resistant to impacts—water and moisture! e Tires with 
TYREX tire cord are basically tougher than nylon, and longer wearing, as proven by test! 


MAKE YOUR SELLING EASIER BY STRESSING THESE BIG ADVANTAGES OF TIRES MADE WITH TYREX TIRE CORD — THE QUALITY BONUS ON YOUR NEW VY ALK 


TIRE CORD 
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MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS 


for tomorrow's look today! 


Advanced design and styling of Bowser’s low-silhouette 

48” pumps and pedestals create entirely new concepts in service station 
planning. Functionally correct ...low in cost, 

Bowser equipment is perfect for new 

locations as well as modernizing present installations. 

















Write for facts about Series 4800 Marketors. 





BOWSER IN C 


MARKETING PEVYiston, FORT WAYNE, INDIANA 
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Only NPI makes the 
PLASTILUX ® sign 


The service of a Signvertising® Engineer 
is available to you without obligation. 


NEON FROYDUVUCTTS 
INCORPORATE TD 
Z.izmma Aa, Ohio U.S.A. 


NATIONAL PETROLEUM NEWS 


FOR MODERN STATIONS 









Look at the interior of a Plastilux sign as well 
as the face. See how maximum light power is 
developed . . . how shadow-free engineering is 
perfected . . . how easy, low cost maintenance 


is assured. 


cae es om mem nem ee en oe ce ee ee ee ee em ce am wee ee ee em ee 


service stations. Please 
have a Signvertising Engineer call. 


We operate 





NAME See ee ee ees 
i) a ge 
COMPANY. ee ee eee 
ADDRESS___ ancbiadeoameaaoah a 
CITY. a 
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707 Gulps Fuel Through H-R Hose... Fast! 


Jets have to get back in the air fast to pay off. That means fast refueling 
. . . 600 GPM through two lengths of H-R hose on this Weld-It Co. 
refueler to satisfy the thirst of American Airlines’ 707. Weld-It Co. 
recommended dependable Monarch aviation hose because it is: 

e Designed specifically for avia- and contraction in service. 
tionrefuelers. Withstandsallgrades e Flexible at below freezing tem- 
of commercial AV gasand JPfuels. perature; cover will not harden or 
e Triple braided of multiple end crack in cold weather. 

rayon cord to prevent expansion e Manufactured in 1!4’’-3” sizes. 


Also available are collapsible types and 3” and 4’ hydrant hose. 


The safety and dependability you’ll find in Hewitt-Robins aviation 
hose are built into all H-R industrial hose and materials handling equip- 
ment. For full details consult your H-R representative, or write Hewitt- 
Robins, Stamford, Connecticut. Ask for Bulletin 6-43. 


© HEWITT-ROBINS| 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
INDUSTRIAL HOSE + CONVEYOR BELTING AND IDLERS - VIBRATING FEEDERS, SCREENS & SHAKEOUTS - POWER TRANSMISSION EQUIPMENT 
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6 Ways to extra headlamp profits 
in 5 minutes... day or night! 








REPLACE BURNOUT AND MATE. When 
one 4002 goes, chances are the other’s just 
about had it, too. Why wait? Save your 
customer time, trouble and inconvenience. 
Suggest that he replace ’em both. You'll 
double your profit. 





RACK UP EXTRA SALES. Check headlamps 
before you start that lube job. Replace ’em 
when the car’s on the rack. It takes only 
minutes to install a pair of Vision-Aid 
Headlamps. You'll add extra profit, too. 








LOOK FOR CRACKED LENSES AND BURN- 
OUTS. When you’re cleaning lenses, chec k 
for cracked or broken ones. While you’re 
at it, have the driver flick on his lights, high 
and low, to spot burnouts. You’ll save him 
trouble on the road . . . and increase your 
profit. 


CONVERT “COURTESY” CUSTOMERS. 
Whenever a transient stops—for a road 
map, directions or comfort—take a look at 
his headlamps. When you spot burnouts, 
cracked lenses, or obsolete 7" lamps, sell 
him a pair of Vision-Aid Headlamps, and 
boost your profit. 





REPLACE OBSOLETE 7" HEADLAMPS. All 
5000 series headlamps are obsolete. New 
6000 series Vision-Aid Headlamps with 
Spotlight Low Beams vastly improve in- 
trafhic visibility. More powerful high beams 
make open road driving safer and easier, too. 





AIM FOR SAFETY AND PROFIT. Everytime 
you replace a headlamp, sell a complete 
aiming job to match the beams accurately. 
Extra service brings extra profit. 


4iT¥ SPOTUGHT LOW BEAM 
‘ 


‘s) TUNG-SOL 


HEADLAMPS 





MINIATURE LAMPS 
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Groendyke Transport, Inc., of Enid, Okla- 
homa, runs up several million miles per 
year out of 25 terminals in five states. 








' 












Groendyke’s newest tractors are big, tough WHITE 4400- 
TDLAs, custom-engineered for the latest load limits and 
bridge formulas in every state they operate in. They feature 
tag axle, weight-saving air starter, extensive use of strong, 
lightweight aluminum, and diesel power to spare for 
wheeling top petroleum payloads over mountain roads and 
flatland highways. 

It’s another example of how WHITE works with you to 
provide the exact truck your hauling job requires—to give 
you a competitive edge. Ask your WHITE representative 
about the WurrEe 4400TDLA. 


THE WHITE Motor ComMpPpaANy, CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal cities 











! Groendyke gets top legal payloads in five states with 
CUSTOM-ENGINEERED WHITES 












White gives you a competitive edge because... 


@ Every WuiTE is custom-engineered to the exact 
needs of the hauling job you want it to do. 


@ Wuite’s leadership in advanced design and pro- 
gressive innovations gives you the biggest payoff 
in both payload and performance. 

@ Your WuiTE is a protected investment, built for 
long, profitable life—with no artificial obsolescence. 
@ Wuite’s insistence on quality and craftsmanship 
pays off in low maintenance and operating costs, 
year in and year out. 


RT armen 


@ Your WuitE is backed by a nationwide service 
organization—specializing in heavy-duty trucks. 








WORLD LEADER IN HEAVY DUTY TRUCKS 


WHITE 





. 60 YEARS OF LEADERSHIP 





YOUR ROCKWELL-STANDARD AXLES ARE THE TOUGHEST MADE... 


ONLY GENUINE TIMKEN-DETROIT 
REPLACEMENT PARTS KEEP THEM THAT WAY! 



















Whether they are made for orig- 
inal equipment or for replace- 
ment parts, Timken-Detroit 
Axle components always meet 
the same rigid standards of 
quality, performance and rug- 


( ged durability. In every Timken- 

€ Detroit component, important 
St extras are built in—extras that 
are not available with any so- 


called substitutes. For example, 
only a Torsion-Flow axle shaft 
replacement gives you all these 
important original equipment 
advantages: 








1. More Slant-Sided Splines decrease 
individual spline load to prolong shaft 
life. Root diameter is increased for 
greater strength. Splines are enveloped 
by differential side gears to eliminate 
high stress areas. 


2. Patented Heat Treating Process 
gives the axle shaft an extreme hard- 
ness on the outer surface which gradu- 
ates to a tough, resilient inner core. 


3. Torsion Flow Forging. Flange is in- 
tegrally forged so grain structure of 
the shaft conforms to the shape of the 
flange. All torsional stresses are op- 
posed by the grain flow for maximum 
resistance to cracking. 





See your factory authorized vehicle dealer for all your replacement needs. 


ROCKWELL-STANDARD R 


CORPORATION 


CKWEL 
aNDA 


- Phodublg. of. 
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ORRISON HAS THE ANSWER! 


« FOR PIPELINE OPERATORS 
* FOR TERMINAL OPERATORS 


EMERGENCY VALVES 


for 6” and 8” installations « flange type design = 
Better design means better performance. Morrison gives = 
you both with these bulk storage emergency valves. 

For use at terminals and large installations having 6” or 
8” pipelines. Precision engineered to withstand the 
stress and strain of larger lines. Inside cage and plunger 
are bronze while balance of valve, including rack and 


pinion, are steel. 


“MORRISON BRO 
IUBUQUE, low 


6”x10” size...6” inlet Series 15 
10” outlet Series 30 
8”x12” size...8” outlet Series 30 
12” inlet Series 30 





Field Tank Vent 


Large size vents engineered 
to operate 114-0z. pressure 
and 114-o0z. vacuum. Close 

grey iron body and top cap. 
Carefully machined and 


Morrison design large flange type 
LINE STRAINERS 










Fig. 143-A ‘ 
1714,” and MORRISON lapped bronze poppets. 
20,” ag Corrosion resistant bronze 
diameters screen recessed in outlet 
opening. 
Fig. 286 3” and 4” 
flanged sizes Escapement Valve 


Large size valve made for emer- 
gency pressure relief. Built to 
operate at 134-0z. pressure. Two 


Proved in the field for years of trouble 
free service. Constructed of close grain 





gray iron. Designed to withstand anit batitin vacusin relief 

normal pipe strain for each size and for valves furnished. This valve is 

standard size companion flanges. designed for welding direct to 

Corrosion resistant brass screen baskets, tank roof. Meets safety require- Fig. 153-A 
reinforced with coarse mesh galvanized ments as provided by many city Pighinte ice 
iron screen and supported by bronze ordinances and state laws. cine 


cages. Easy to keep lines clean. Com- 


panion flanges, bolts and gaskets included. : 
N OW e e e plan your construction and replacement 


programs around Morrison equipment. Take advantage of our 


—_- engineering service—send your problems to Morrison Bros. Co. 
ig. 


- , 6”, 8” 
flanged sizes 





MORRISON BROS. Co. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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| 
| GET ’EM OUT OF THE CAR FOR A COKE 
awe AND SELL MORE TBA! It’s no secret that Coca-Cola 


is the world’s most popular soft drink. The familiar cooler for Coke is a real 
stopper for thirsty motorists! Out front it pulls them in! #8 out of 10 cus- 
tomers who stop for a Coke get out of the car and browse. “Get-outs” stay 


NASER RRR ES 


longer ... Spend twice as much... buy 92% of your high-profit TBA items! 
= And don’t forget the profit you ‘make on Coca-Cola! In unit sales, Coke is 
second only to gasoline! # Clearly a cooler for Coke makes good profit sense... 
especially when it’s located near your TBA displays. Make sure you 
have one of these profitable . . . and hospitable . . . coolers for 
Coke. For complete information call your local bottler of Coca-Cola. 
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Cities Service Puts You 
On The Winning Team! 


Billboards with a sales message that comes across fast 
for a perfect traffic-boosting pitch! They're just part of 
the. Winning Combination you get as a Cities Service 
dealer or jobber. Motorists are seeing these hard-work- 
ing boards everywhere this year. They mean extra prof- 
its for Cities Service dealers in ’60. 

Of course, the Cities Service program backs you up 
with strong local-station promotion support, too. You 
get the brand of help you need to keep customers and 
to get new regular customers, too! 


1960 is a big year for Cities Service all the way round. 
It’s our Golden Jubilee. We're starting out on fifty more 
successful years. Why not start out with us as a Cities 
Service dealer or jobber? 

For the full story on Cities Service and the benefits 
you can expect as a dealer or jobber, write: Cities Service 
Oil Company, Sixty Wall Tower, New York 5, N. Y. 
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New AC Fire-Ring Spark Plugs are designed 
and constructed to stand up under condi- 
tions that are far more demanding than 
encountered in actual service. 

The comparison chart on the opposite page 
proves this fact. It shows what happens to 
an AC Fire-Ring and another spark plug 
when they are subjected to the same rugged 
tests. ACs proved best —in test after test! 


You are invited to see these tests at AC 
Clinics now in session throughout the coun- 
try. Your AC representative will arrange a 
date for you. You'll be convinced that AC 
builds an extra margin of reliability into 
new Fire-Ring Spark Plugs . . . the spark 
plugs that are made for fast sure starts, con- 
tinuous outstanding performance and econ- 
omy — and complete customer satisfaction. 
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‘In Test After Test! 








COMPARE 


SPARK PLUGS FOR RUGGED RELIABILITY! 





TYPE OF 
TEST 


TEST 
DESCRIPTION 


AC FIRE-RING 
TEST RESULTS 


OTHER SPARK PLUG 
TEST RESULTS 


WHAT THIS MEANS 
TO you! 





DROP 
TEST 


A 2-pound, 10-ounce 
steel weight is dropped 
12 inches, first on an 
AC Fire-Ring—then on 
another spark plug. 


Remains intact — un- 
marred and ready for 
action. 


Cracks and falls apart 
to become completely 
useless. 


During installation, ACs 
resist accidental blows 
that easily damage or- 
dinary spark plugs. 





PRESSURE 
TEST 


1400 PSI pressure ap- 
plied under water, first 
to an AC Fire-Ring— 
then to other spark plug. 


Remains gas tight—no 
bubbles occur. 


Steady stream of bub- 
bles indicates failure of 
inner seal. 


ACs maintain a gas- 
tight seal assuring uni- 
form heat range and 
longer electrode life. 





PULL APART 
TEST 


Steadily increasing “pull 
apart” action puts both 
the AC Fire-Ring and the 
other spark plug to the 
test, 


Remains intact — resists 
breakage. 


Separates to indicate 
structural weakness un- 
der tension. 


ACs are built to take it 
with an extra margin of 
built-in strength. 





BLOW TORCH 
TEST 


2000°F blow torch 
flame tests “heat up and 
cool off” ability of both 
AC Fire-Ring and other 
spark plug. 


Heats up rapidly—cools 
off rapidly. 


Heats up—and cools off 
more slowly. 


ACs heat faster to stay 
clean longer, resist foul- 
ing—cool faster to pre- 
vent costly pre-ignition. 





FLASH-OVER 
TEST 








Equal high voltage to 
induce flashover condi- 
tion is applied to both 
an AC Fire-Ring—and to 
other spark plug. 





Flash-over takes place 
less frequently and often 
does not occur. 





Flash-over condition is 
immediately and consist- 
ently evident. 





AC’s superior insulator 
design of sharp, deeply 
cut ribs resists flash-over 
to prevent power loss. 





STOCK, 


PROMOTE AND SELL 


AC FIRE-RING SPARK PLUGS! 





No doubt about it. You’re providing your customers 
with important extra built-in quality in many ways 
when you sell them AC Fire-Ring Spark Plugs. 

AC Fire-Rings reduce the chance of damage and 
loss of power from accidental blows during installa- 
tion. They are extra-tough and stand up under the 
severest operating conditions. They maintain proper 
heat range throughout their life span. The famous 


“Hot Tip” of AC Fire-Rings means that they heat 
faster and cool faster for cleaner-burning long life. 
Peak power lasts longer—for more reliable perform- 
ance and economy in motoring. 

You’ll gain more customer satisfaction—your greatest 
asset for business growth and profit—by promoting 
and selling AC Fire-Rings—the spark plugs proved 
best in test after test! 


1 [hey must be the best! 


AC SPARK PLUG &@ THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Lifts any car safely—adjusts to become longer, 
shorter, wider or narrower than any other lift! 


Spot the car (any car)—reach in with the handy hook and position the arms— 
then raise the car. It’s that simple and quick with the Wayne Universal. 


FLEXIBLE—Size extended, 95 in. long, 88 in. wide—size retracted, 60 by 36 in. 
And it snugs down to a skimpy 434 in.—lowest of all lifts. All four arms move 
as indicated by dotted lines. Each contact pad slides down to the base of its 
arm. They just don’t make the car you can’t handle with a Wayne Universal. 


SAFE—Accommodates loads up to 8000 Ib.—but has been successfully tested 
at loads far in excess of this. Heavy duty bolster and sturdy arms constructed 
of steel plate. Safety leg with toe-touch release locks car safely at any of 6 
different heights. Minimum friction packing in main cylinder lets lift move to 
floor after tires touch down. Uncluttered floor means added safety. 


CONVENIENT—Lifts car frame a full 71 in. to give you ample headroom and an 
unobstructed view of the working area. Entire car underbody is easily 
accessible. You save time on lube work, muffler replacement, tire servicing, 
or any other repair job. 





EXCLUSIVE 4 POSITION Pi 
CONTACT PADS YZ 
Closed a 
Pad down for most cars 

& F 


No. 1 Position 


First notch gives 144 in. added 2 al 


LY 
No. 2 Position 


Second notch gives 2 in. added height A 
rab 


“4 
4 


No. 3 Position 
Pad set vertical gives 5% in. added height 


Get Bulletin W-123 for full data on new Wayne Universal Frame Lift. 


WORLD'S LARGEST 


MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md. - WAYNE PUMP CANADA, LTD. - Toronto, Ontario 


aa 
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Now you can get optional 


<>) 


Explosion-proof—Type EV, 
Dust-ignition-proof—Type DL 
in slotted dome or angle 
reflectors. 


Vapor-tight, weather 
resistant types V and VM in 
slotted dome or angle 
reflectors. 


FOR COMPLETE INFORMATION on all Crouse-Hinds lighting 
fixtures equipped with the new slotted reflectors, 
call your nearest Crouse-Hinds distributor, or write us. 


SLOTTED Reflectors 


on these Crouse/Hinds Lighting Fixtures 


Reduce fatigue, accidents and worker tension; improve 

working environments and employee relations. In both original and 
replacement installations in major plants, the new slotted reflectors— 
exclusive with Crouse-Hinds—produce the following results: 

@ Elimination of dark, dungeon-like areas above reflectors 

© Elimination of harsh brightness contrast, improving visibility 
and seeing comfort 

© Reduction of fatigue of workers, and accidents due to fatigue 

© Increase of production in machine work, assembly 
and inspection operations 

© Reduce fixture operating temperature and worker discomfort from 
reflected heat, especially with low-hanging fixtures 

© Reduced accumulation of dirt and dust, due to improved 
air circulation through reflectors 

@ Slotted reflectors are white enamel finish inside and out 





SYRACUSE NEW YORK 


(CROUSE HINDS 





OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St. Lovis St.Paul Salt Lake City San Francisco Seattle Tulsa Washingten 


RESIDENT REPRESENTATIVES: Albany Baltimore Reading, Pa. Richmond, Va. 


CROUSE-HINDS COMPANY OF CANADA, LTD., TORONTO, ONT. 
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FAIR WEATHER OR STORMY 
... butler canopies build traffic 


You can pump more gallonage—increase oil ratios—sell more TBA when you offer motor- 
ists the protection and convenience of a Butler canopy. Regardless of blazing sun or 
driving snow, customers can drive in easily and buy in comfort, both in and out of their 
cars. Occasional customers become regulars—transients are instantly attracted. And, the 
sheltered atmosphere makes it easy to “get under the hood”...oil and TBA sales mount. 

As a plus, station employees work faster and more efficiently because they are pro- 
tected from the weather. Equipment requires less maintenance—displays and signs keep 
their sales-attracting appeal longer. And, the flexibility of the Butler Building System 
lets you plan your island locations where they will accommodate maximum traffic and 
allow even the largest vehicles on the driveway. 

Profitable stations with traffic-building canopies can be built quickly and economi- 
cally with pre-engineered Butler building components. Precision-manufacture permits 
fast erection —factory-fabrication offers mass production economies. 

Let Butler be your partner in planning for more traffic. For full details on Butler 
canopies and service station buildings, call your Butler Builder. You'll find him listed 
in the Yellow Pages under “Buildings” or “Steel Buildings.” Or write direct. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 
Manufacturers of Metal Buildings * Equipment for Farming, Oil Transportation, Outdoor Advertising » Contract Manufacturing 





TT 


a RD 


Sales Offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. ¢ Chicago, Ill. « Detroit, Mich. 
Cleveland, Ohio « Pittsburgh, Pa. * New York City and Syracuse, N.Y. * Boston, Mass. * Washington, D.C. « Burlington, Ontario, Canada 
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LOOK AHEAD 10 
GREATER PROFITS WITH 
THE LEADING LINE OF 
AUTOMOTIVE 
CHEMICALS 


ONLY THE DU PONT No. “7” LINE... 
offers your stations all these special advantages to increase 
profits during 1960: 


2S TREE oF 


































OAT RRS 


ADVERTISING: The most powerful advertising campaign 
in the industry is promoting No. ‘'7’’ Products to 43 million 
television homes on 7 hour-long network TV shows. Full- 
color, full-page ads in national consumer magazines will 
reach additional millions. 


NATIONAL SALES ORGANIZATION: Thirty-five years 
of working with the service station trade provides Du Pont 
with invaluable experience for training your dealers to sell 
No. ‘‘7"’ Products. 


MERCHANDISING AIDS: Free display material and sell- 
ing aids are available for the asking. A new No. ‘'7"' Display 
Rack (below) sells by itself . . . pays for itself. 


STRONG SEASONAL PROMOTIONS: Spring and Fall 
extra-profit deals bring dealers more profit than ever on 
No. ‘7’ Products. And the Pre-Anti-Freeze Program and 
Spring Drain-Out Program set cash registers ringing in the 
spring and fall months each year. 














FAIR TRADED: Fair Trade consumer prices are rigidly en- 
forced in all states having Fair Trade statutes. The No. ‘'7"’ 
line is not distributed through the grocery trade. 





Cash in on a ‘‘growth”’ business by selling this national chemical 
line. For complete information write: 


Automotive Specialties, Room N2502b 
E.1.du Pont de Nemours & Co. (Inc.) 
Wilmington 98, Del. 


BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 


DU PONT |N° “7” PRODUCTS... 


FOR SOARING SALES /N THE SIXTIES! 
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Only Scovill has hose couplings 
that meet all 3 vital standards 


S \\ Bidailiiiilt "i 
I ma hme | 
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able Gas Pump Coupling 
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How do your present fuel oil and gas pump couplings meet these vital 
standards? Read how Scovill couplings perform before you re-order . . . 


1 Are they economical? Are they trouble-free? Scovill couplings provide long, trouble-free 
operation. Some of their outstanding features . . . positive, permanent anchorage . . . high 
strength, cold drawn copper alloy ferrules with straight sides that parallel the body .. . 
rounded edges that will not snag on curbstones or shrubbery . . . and retaining grooves in 





female sections that prevent washer loss when coupling is disconnected. 2 Are they available 
for immediate delivery? Scovill sales offices and warehouses are strategically located—and 
extensive in number! They carry a full line of couplings—from %” to 3” in fuel oil couplings. . . 
and all standard sizes in gas pump couplings. Your order is processed and shipped without 
delay! 3 Is expert service and advice immediately available? The Scovill sales and service | 
force is the largest —and finest —in the industry today. The services of these experts are yours 
to call upon whenever and wherever you wish. For information, write: Scovill Manufacturing Co., | 
Industrial Coupling Div., Waterbury 20, Conn. 


' Hose couplings by SCOVILL 


MAIN OFFICE: $9 MILL STREET, WATERBURY, CONN. » CLEVELAND: 4635 W. 160TH ST. » GREENSBORO: 1108 EAST WENDOVER AVENUE + HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET * TORONTO: 334 KING STREET, EAST 
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Photo courtesy of Massena Oil Terminal, Massena, New York 


Hose unshaken by loads that 
surge, shudder, shock 


BFG dock loading hose smothers pulsations that cause leaks 


T’s the terrific pulsations, shock and 
I surge loads that cause most dock 
loading hose to weaken and finally 
leak. That’s because ordinary hose uses 
stiff fabric plies as reinforcement. The 
cross threads of these square-woven 
fabrics tend to ‘‘saw’’ each other apart 
as the hose pulsates. 

By replacing these fabric plies with 
nylon cords, B.F.Goodrich has made 
its 975 dock loading hose 20% more 
flexible—it can stand the destructive 
jolts, stay on the job long after ordinary 
hose is unusable. These nylon cords 
run parallel with no cross threads to tie 


them together, are completely free to 
“‘give’’ and absorb the pulsation set up 
by the pumps. 

This B.F.Goodrich hose is also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% lighter 
in some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds. 

For protection against the rough 
dock service, the cover of this hose is 
made of a tough rubber compound that 
resists abrasion, weathering, sun-check- 
ing and aging. It is built to take full 
vacuum. A spiral spring steel wire is 
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imbedded in the rubber, prevents col- 
lapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B.F. Goodrich 
Industrial Products Co., Dept.\ M-820, 
Akron 18, Ohio. 


B.EGoodrich 
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Manufacturing Co. 
* tos ANGELES 
Phone Utah 17-3200. 


Cable Address 


Cleveland 3, Ohio 
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COMPCO 
cantilever lights" 


PE EE FEE 








SEE the improvement... 
in effective lighting 
FEEL the difference Sprae © versatile...gives more light over a 


wider area. Island, perimeter and approach 
lighting in one efficient unit. 


FOR USE WITH ALL POPULAR OUTDOOR 
LAMPS; H.O., V.H.O., P.G., OR S.H.O, 


in increased sales | 
When you upgrade and | 


® attractive... beautiful streamlined design 
adds the “modern touch” that brings 
customers to your pumps. 


modernize your service 
station with Compco 








Cantilever lights with i ® economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 
full light control reflector be minimum operating and maintenance costs. 


¢ 
” 





BEFORE | AFTER 





HcompPePco 


CORPORATION 
1800 N. Spaulding Ave. Chicago 47, Ill. 
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MORE FOLKS 
ASK FOR IT 
BY NAME 
THAN 
ANY OTHER 
ANTI-FREEZE! 


K Eectucive 
MAGNETIC Fim 
PREVENTS Rus} 





31 Major oil 
companies Say, 


ALL Coo) 
'NCUWoINg sure METALS 
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IT PAYS TO MARKET 
“PRESTONE” ANTI-FREEZE! 








BRAND 


It's pre-sold! Millions of advertising dollars, in 
radio, TV, newspapers and magazines, sell 
“Prestone” anti-freeze, its exclusive Magnetic 
Film and its famous Green Tag Guarantee 
at no cost to you! 


No time lost ‘‘selling ‘em at the pump’! Motor- 
ists trust “Prestone” anti-freeze for up-to- 
date winter protection because it’s the prod- 
uct backed by the world’s best anti-freeze 
research laboratories. 


No need to stockpile! Why make big capital 
outlays in stockpiling your anti-freeze when 
“Prestone” anti-freeze is available on fast, 
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nation-wide delivery all through the season! 


a) 


Expert “national account’ service! Highly 
trained “national account specialists’ help 
you solve your marketing and service prob- 
lems on the spot! 


Aggressive Merchandising! Everything you 
need to sell at your station outlets: posters, 
streamers, display helps. 


“Prestone” anti-freeze — alone or with your 
company-brand—will increase your total gal- 
lonage. Your “Prestone” representative has 
the figures to prove it. Call him! 


“Prestone”, “Eveready” and ‘Union Carbide’’ are registered trade-marks for products of 


UNION 
Pa t:i:iiiiae UNION CARBIDE CONSUMER PRODUCTS COMPANY « Division of Union Carbide Corporation *+ 270 Park Avenue, New York 17,N.Y. 


* June, 1960 


NATIONAL PETROLEUM NEWS 








3D rescuers Tear 








|| WONDERING HOW TO 

CUT 
PAINT MAINTENANCE 

ye COSTS? 
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: 

If you want to cut maintenance costs, Herb Norton’s 
i ; a good man to talk to. A member of Du Pont’s 
recently formed Technical Service Group, Herb’s a 
' specialist whose job it is to solve maintenance paint- 
( ing problems of every description. In his words: 


“The further maintenance dollars go, the greater 
the return on your investment in plant and equip- 
ment. True costs, however, aren’t determined solely 
by the price of the paint. To measure value accu- 
rately, you’ve got to take into account such factors 
as expense of application and length of time the 
paint job lasts. Believe me, it’s false economy to 


=o oR On STERNER 


start with anything but top-quality finishes. That’s 
one reason Du Pont paints are so often specified. 





“Another reason, equally important, is the ex- 
pert guidance you get from Du Pont. You see, we 
go right into your plant or installation and make a 
thorough study of your individual maintenance 
problem. Then—drawing on our own experience, 
backed up by Du Pont technical competence—we 
formulate a painting program that meets your needs 
exactly. Service like this helps you achieve lasting 
protection against every conceivable corrosive con- 
dition, at lowest cost per square foot per year.” 

If you have a maintenance problem you'd like 
to discuss with an expert, there’s a man like Herb 
Norton in your area. To meet him, just call your 


nearest Du Pont district sales office. Or write: E. I. 
: du Pont de Nemours & Co. (Inc.), Finishes Divi- 

sion, Dept. NPN-66, Wilmington 98, Delaware. 

) + x x 


Herbert L. Norton came to Du Pont’s Finishes Division 
in 1939, having studied chemical engineering at the 
Georgia School of Technology. As he added experience, 


i increased responsibilities kept pace. Currently, Herb 
t is Southeastern District Manager, Industrial Mainte- 
' nance Sales. His background includes problem-solving 
i : in such areas of industry as textile, paper, petroleum, 
, : food, marine and public utilities. 
86. vu. 5, pat. OFF 
P i BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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SPRAY IRON 
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The Come-hither ... The Clincher... | 


Bring them in with the Delco Coin Caddy, a handy little A Casco Sprinkle Spray Steam Iron, 
gadget that clips to the sun visor of your customer’s Car, brand new on the market. Every cus- 
carries small change for parking meters and phones. A tomer who buys a Delco Battery from 
colorful pair of signs (one weatherproof) invites pros- you may have this wonderful new iron 
pects in to get a free battery check and FREE coin caddy! for only $11.95! 








$= Double cheek this famous 
CASCO Spink Gray 
TAP WATER IRON 
ARQ. bro SITS 
[8 

When you buy a... 


100% FRESH 























GIFT WITH 








BATTERY CHECK 











QUALITY BUILT BY DELCO-REMY...DISTRIBUTED NATIONALLY THROUGH 
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The Clean-up . 










You never saw an easier, more effective promotion. All you do 
is give your customer a coupon. He fills it out, mails it to Casco 
with his $11.95, and they ship the iron direct to him, postpaid. 
The only iron you handle is the one on display, and you keep it 
or se// it after the promotion is over! This money-making deal is 
part of Delco’s big Double Check promotion. Check the details 
with your Delco supplier today. 


a, taal ee, 
comer 
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Attracts 
more 
fill-er-up 





business 





Light more area and pull in more 
fill-er-up business with new Guardian 
“Flex-O-Beam.” Immediately 
adaptable to any lighting require- 
ments... island light, giant “T,” 
area light or floodlight . .. 

““Y” or center mount. 














Adjusts from horizontal to 45° 

. «+ pivots on rigid center... i 

sideways adjustment from . 

horizontal to 30° ‘ 

f I 

Write for Latest Guardian Bulletin B26 | I 


Guardian Light Company 


500 NORTH BLVD. + OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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IS YOUR STATION EQUIPPED... 


to handle the 8 out of 10 vehicles requiring ignition service? 


Ignition tune-up is a virtually untapped multi-million dol- 
lar market! 8 of every 10 cars require some ignition serv- 
icing . . . and their owners don’t know it! With proper 
equipment and parts, you can locate the trouble spots and 
correct them fast . . . at a handsome profit, too. 


NIEHOFF can help you cash in on the potential ignition 
parts servicing market in your area without a big invest- 
ment in parts, testing equipment and specialized training. 
The NIEHOFF MINOR (shown above) and the NIEHOFF 
MAJOR, attractively priced, complete tune-up assortments 
of parts and equipment, get you going in the profitable 
tune-up business. The NIEHOFF MINOR—the start-up as- 
sortment of parts and testing equipment—offers everything 
you need to handle minor tune-ups . . . fast-selling parts 
selected from active sales records, necessary equipment 


for tune-up and the industry’s simplest how-to-do-it guide, 
ABC’S OF MOTOR TUNE-UP. 


Equip now to give your customers the ignition service they 
require .. . the service they want from you! Do it with 
NIEHOFF, your single source for everything in tune-up 
parts, testing equipment, know-how and merchandising. 
Ask your jobber—or write us direct—for full information. 
FREE FACT BOOKLET... breaks . 

down ignition service market. 

Write today! Request 8 of 10 Cars 

Need Ignition Work. 


NIEHOFF 


AUTOMOTIVE PRODUCTS 


Cc. E. NIEHOFF & CO. « 4925 W. Lawrence Ave., Chicago 30, Ill. e Branch 1330 Olympic Blvd., Los Angeles 15, Calif. 
Ignition Parts « Testing Equipment ¢ Hydraulic Brake Parts 

















THE HEART OF ANY BULK PLANT OPERATION... 
IS THE PUMP THAT SPEEDS DELIVERIES, DEPENDABLY! 





iin 


ieee at ig 





KEYSTONE cuts delivery time 


Martout 
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MARLOW PUMPS® 


DIVISION OF BELL & GOSSETT COMPANY 


MIDLAND PARK, NEW JERSEY 


Morton Grove, Illinois * Longview, Texas 
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over 60% with MARLO W! 


Keystone Oil Company operates six, 60,000-gallon-capacity 
bulk plants that serve the Philadelphia area with #2 fuel oil. 
At the firm’s Front & Berks Street Plant they recently replaced 
an old positive displacement pump with a Marlow, 32 HELP- 
13 to more than double loading rates. This makes it possible 
for them to keep pace with their home fuel oil delivery trucks 
which are Marlow equipped. Marlow 2C2G’s on the trucks more 
than doubled their delivery rates. The equipment was sold by 
E. O. Habhegger Co. of Philadelphia. 

If you are modernizing a present plant or planning a new 
one, look to Marlow for the solution to your petroleum pump- 
ing problems. Marlow builds a complete range of pumps for bulk 
plants, home delivery trucks, and transports. Write today for 
Bulletin PM-06 and the name of your Marlow dealer. 


9-312 
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FACTS FOR JOBBERS FROM PURE OIL: 








PURE gives you a 


head start in the 





truck stop business 


PURE’s 24-state network of modern, high-volume TruckStops is the 
largest and finest in the country—now more than 220 stations. The 
PureTruck station sign and the services it offers are well recognized 
by over-the-road truckers. As a Pure Oil jobber you benefit from 
PURE’s experience and reputation in TruckStop operations. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers —Jobbers are PURE’s best 
means of distributing products in much of its market- 
ing area... over 40% of PURE bulk plants in 24 
states are jobber plants. 


Day-to-day operations— We'll help you iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning— PURE’s experts in financing, mar- 
keting, and business management give you practical 
help with your future plans. 


New business—Field-tested sales programs help you 
develop profitable farm, fuel oil, car dealer, fleet, and 
industrial accounts. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to BE SURE WITH PURE 
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‘TruckStop 


Now—over 220 PureTruck stations 


59 





INTERNATIONAL LUBRICANT’S SCIENTIFIC 
CURIOSITY GIVES YOU FINER GREASES 


Checking, testing, developing new 
greases and new ways to improve 
present greases has been a_never- 
ending research assignment at the 
International Lubricant Corporation. 

This year, International celebrates 
its 30th Anniversary with the opening 
of a great new research laboratory 
rededicated to the policy of guarding 
quality and the development of new 
products . . . to give you newer and 
finer greases for today’s automotive, 
aviation, marine, industrial and high- 
powered missile equipment. 


Often International scientists develop their own specialized testing 
apparatuses such as these Oscillating Friction machines which 
duplicate the gruelling driving conditions of automotive front end, 
spring and chassis action. 





eariieitl 





In this new Technical Library, equipped with specification books, reports, general reference volumes and 
periodicals, essential literature research is completed before laboratory investigation is started. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 


Manufacturers of top quality lubricants: Aviation + Industrial + Automotive + Marine 


With Research Comes Quality, With Quality Comes Leadership 
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| Mack offers 


Looking every inch the performer it is, this N Model Mack 5000 gal. 





fuel tanker services jet airliners at Philadelphia’s National Airport. 


A new silhouette 


for feeding the jets 


Even stacked up against today’s sleek 
jet airliners, this Mack N Model is a 
sweet looking job. And, like its fa- 
mous B Model brothers, this low- 
silhouette aircraft refueler is the 
most rugged, reliable, economical 
performer in its field. Mack N Models 
give you— 

The power to move the goods. Whether 
it’s fuel for modern jets or a shipment 
of food, there is a spread of gasoline 
or diesel powerplants that will meet 
your every need for power and 
performance. 


The stamina to move the goods. Macks 
are built to standards no other maker 
reaches. These brawny haulers are 
famous for the greatest freedom from 
downtime and road stoppages of any 
truck —anywhere. 


The handling characteristics to move 
the goods. For fancy footwork around 
an airport or swift mobility in con- 
gested areas, you can’t beat the N 
Model’s shorter length, optional pow- 
er steering, air-hydraulic clutch, or 
the panoramic visibility through its 
3600 sq. in. wrap-around windshield, 














MACK 


for over 7 straight years 


NO.1 


by far in sales of 
diesel trucks 


If you’re plagued by costs, con- 
gestion or competition—why not see 
your Mack branch or distributor and 
take a long look at powerful, depend- 
able Mack N Model trucks and trac- 
tors. There’s one that’s just right for 
you. Mack Trucks, Inc., Plainfield, 
New Jersey. Mack Trucks of Canada, 
Ltd., Toronto, Ontario. 7225 


MAC K 


FIRST NAME FOR 


TRUCKS 
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Paradyne 41 prevents troublesome carburetor icing... 
the most common cause of stalling in the fall, winter and 
spring seasons. A combination of phosphorus-containing 
compounds, Paradyne 41 forms a protective water- and 
ice-repellent film on metal surfaces ... preventing ag- 
glomeration of ice crystals on carburetor surfaces. 


ADDITIVES 
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provides maximum protection 


PARADYNE 41 PASSES STIFF 
ANTI-STALLING TESTS 


The photograph shows a car under- 
going stalling tests in a controlled 
temperature room. Paradyne 41 in- 
hibited gasoline gave outstanding 
performance under the most critical 
conditions. 


ee 





against engine stalling 


ALSO PREVENTS RUST 


Test panels immersed in Paradyne 41 inhibited gasoline 
showed no rust after 40 days. 


SAVES MONEY ON PHOSPHORUS 


At concentrations normally used for anti-icing, Paradyne 
41 provides an appreciable portion of the phosphorus 
required to modify combustion deposits...thus reducing 
the amount of additional phosphorus additive required 
to prevent misfiring and surface ignition. 


PERFORMANCE PROVEN BY THOROUGH FIELD TESTING 


Extensive field tests, closely controlled test car studies 
and large-scale distribution studies ... substantiate ser- 
vice qualities shown by Paradyne 41 in laboratory test 
engines. 


EASY STORAGE AND HANDLING 


May be handled as a petroleum product . . . with normal 
precautions used in handling phosphorus additives. 


NATIONAL PETROLEUM NEWS ° June, 1960 


YNE 











TI 
let 
pr 


the 


E> 


Jui 





ae 





Pe 


ne 


ne 


ng 
ed 


es 


st 


al 


50 





STALL 


























% REDUCTION IN STALLING 
100- 
~~ 93% 
wo | 
62% 
“a KJ 
a 34% 
20— 
13% 1% 10% 
oe 4% 
, LITT 
PARADYNE ADDITIVE ADDITIVE ADDITIVE ADDITIVE ADDITIVE ADDITIVE 
4 o B c D E F 
*All additives added to Base Fuel at 25 pounds per 1000 Barrels. 








PARADYNE 41 PROVEN SUPERIOR 


The bar chart shows the anti-stalling effect 
of Paradyne 41 and six other leading addi- 
tives when compared with the additive-free 
gasoline. Under test conditions, additive-free 
gasoline allowed 22 out of 25 possible stalls. 
Paradyne 41 reduced the stalls to less than 
four out of 25 — a reduction of over 83%. 
Paradyne 41 excels in anti-icing effectiveness 
even under the most critical temperature and 
humidity weather conditions. 


CALL UPON ENJAY FOR PRESCRIPTION- 
BALANCED ADDITIVES THAT 
...meet your exacting specifications 


..- help you market your products 
successfully 


The new Paradyne 41 Technical Service Bul- 
letin, and information about improving your 
product’s performance with a Prescription- 
Balanced Paramins Package, are yours for 
the asking. 


GASOLINE 
ADDITIVE! 











TEST PANELS SHOW PARADYNE 41 
ANTI-RUST EFFECTIVENESS 


Rusted panel at left was immersed in gasoline 
over synthetic sea water for three days. The 
other panels were subjected to same conditions 
for 40 days, but gasoline was inhibited by small 
concentrations of Paradyne 41. Note that these 


panels are rust free. 


ENJAY SERVES YOU 


... With a complete line of petrochemicals to improve fuels and lubes 
¢ with a larger staff devoted exclusively to additives research and 
manufacture ...a staff available to help you meet your special 
additives requirements * with quality controls at every production 
step to assure that each order meets specifications * with expedited 
deliveries from Enjay product centers across the country. 


Want more information? Contact 
the nearest Enjay office: (Home 
Office) 15 West 51st Street, New 
York 19, N.Y. (Other Offices) Akron 
« Boston + Charlotte + Chicago + 
Detroit + Houston + Los Angeles + 
New Orleans « Tulsa + Toronto 


EXCITING NEW PRODUCTS THROUGH PETRO-CHEMISTRY 


ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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PEDITORIAL 
ACHIEVEMENT] V 


ASSOCIATED BUSINESS PUBLICATIONS 
FIRST AWARD 


JOHN T. BETHELL WILLIAM A. CAPERELL. JR. 


FRANK BREESE EDWARD P. McGRATH 
DORIS E. WELLS 


NATIONAL PETROLEUM NEWS 
FOR OUTSTANDING JOURNALISM 


NATIONAL PETROLEUM NEWS 


» June, 1960 ¥ 











Advertising Age, April 25, 1960 


Six Publications Take First Places 
in 6th Annual Jesse Neal Competition 


New York, April 21—First place 
awards in the sixth annual Jesse 
H. Neal Editorial Achievement 
Competition sponsored by Associ- 
ated Business ,Publications were 
presented to editors of Crockery & 
Glass Journal, Electrical Merchan- 
dising Week, Engineering News- 


Record, Modern Packaging, Na- 


tional Petroleum News and Pulp 

& Paper at a luncheon here today. 
Prof. Floyd Arpan, of the Medj 

school of journalism, Nort 

ern University, and chaj 

the judging committg 

too many stories 

boredom of 

through.” 

increasig 

categ 


s The 
number Ii 
Neal, who da 
was the first ma 
ABP. 

The awards were pre 
the editor or group of editd 
one editorial project—a single e& 
torial, series of editorials, single 
article, series of articles, special 
issue—which contributed most to 
the field served. They were given 
in three categories each for mer- 
chandising publications and non- 
merchandising publications: 


Class 1—Merchandising publications: 


Category A—Average total paid circula- 
tion up to 10,000—first award: Jack 
McDermott, editor, Crockery & Glass 
Journal; merit award: Dorothy Stote, 
editor, Seena Zeiler, associate editor, 
Infants’ & Children’s Review; George A. 
Tice, editor, Geyer’s Dealer Topics. 


Category B—Average total paid circula- 
tion up to 30,000—first award: Frank 


Breese, editor; John Y. Bethell, managing 

tor; Edward P. McGrath, merchandis- 
‘Ing editor, Doris E. Wells, market re- 
Search editor; William A. Caperell Jr., 
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art director, National Petroleum News:— 
merit award: Elizabeth Swayne, featu 
editor, Nick W. Garfin, executive eg 
Giftwares; Gordon J. Lawler 

Richard Douglass, executive eg 

ley Wise, managing editor; 

son, associate editor, 
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public recognition of 
the types of editorial 
imagination, initiative and 


competence that are the very 


cornerstone of publishing leadership. 
They are, without doubt, the most 


coveted honors in the 


entire businesspaper field... 
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f if Marketing Management 
chasing Week; Jd or Oj g 9 

ge — ABP All paid @ Audited Circulation 
Jr., associate editor, Coal 


Category C—Average total p 
tion over 30,000—first award: W 
Bowman, editor, Engineering Ne 
cord—merit award: Perry I. Prentice 
editor and publisher; Robert W. Chasten- 
ey Jr., managing editor; Carl Norcross, 
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How to 2 build 


the world’s best mercury lamp 


5 bright ideas that make Sylvania Mercury Lamps 
outstanding...and a 6th that guarantees it! 


—— 





oe 


1 Built-in “Shock Absorbers.’ Top- 
down view of Sylvania Ruggedized 
Dome Support shows tough double-leaf 
springs. They absorb shocks, vibrations, 
maintain correct position of arc tube. 
Even under roughest wear, Sylvania 
Mercury Lamps keep burning bright. 





as Bookkeeping done right on the base! 
Time-saving, moneysaving idea here! 
Sylvania Light Recording Base lets you 
scratch numbers on base represent- 
ing month, year of installation. With 
12,000-hour average rated life, Lamp 
itself tells how long it’s lasted! 


66 
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(& Brighter, faster lighting . . . even at 
20°F. below! New Sylvania Trimetallic 
Electrode construction gives maximum 
protection, best performance, more 
light, longer life than any other mer- 
cury lamp! Sylvania Lamps start even 
in dead of winter! 


i citiisneuitibaniar glass shell. 
Let it rain, sleet, snow or suddenly 
turn blistering hot, Sylvania Rugged- 
ized glass shell stands up to all weather, 
resists thermal shock. No worries any 
time of the year with Sylvania Mer- 
cury Lamp. We repeat: this lamp lasts! 


SYLVANIA OTHER LAMPS 
RUGGEDIZED STANDARD 
SUPPORT SUPPORT 


rH 


~ twice-over strongly ... that’s 
support! Other lamps balance the are 
tube on a single welding. If it breaks, 
good-bye, lamp! Sylvania Ruggedized 
Base Support has two weldings. Result: 
more strength against shocks, vibra- 
tions. Longer life with Sylvania! 





Sy exctusive Sylvania “Light Insurance 
Policy’’—This is your guarantee of best 
performance, lowest TCL — Total Cost 
of Lighting (which means cost of lamp 
plus power plus maintenance). See 
your Sylvania representative. Or write 
to us for information. 


Sylvania Lighting Products, a Division of Sylvania Electric Products Inc., Dept. 65, 60 Boston St., 
Salem, Mass. In Canada: Sylvania Electric (Canada) Ltd., P.O. Box 2190, Station ‘0,’ Montreal 9. 


SYLVANTA 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS eax) 
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ONE BLENDER 
REPLACES 

INTERMEDIATE 
TANKAGE 






TO RIGHT HAND 


SE 


co. on SI CONTROLLER 
| 
| 


LSYN 


TRANSMITTER 


SUPPLY PUMP 


BUTTERFLY 


METER 
¥2? FUEL OIL 


) LEFT HAND 
CONTROLLER 


45 


SYN 
TRANSMITTER 








TO LOADING RACK 


continuous, automatic in-line blender cuts tankage 
needs, reduces costly time losses! 


Compact Proportioneers system permits simultaneous 
delivery of #2 and #6 fuel oil and any intermediate 

grade ... using minimum tankage. A twist of a dial meets 
individual customer requirements . . . faster... 
safer... at savings up to “%¢ per gallon. 


Rémote control features completely explosion-proof 
wiring . . . permits location of control equipment in 
dispatchers office, installation of meters and valves with 
minimum disturbance to existing piping. Performance- 
proved, totally integratedasystem promotes maximum 
production from existing, personnel and real estate... 
reduces inventory requirem@ts . lowers taxes. 
Operation “fail-safe” unger all conditions. Excellent 
repeatability. Written guaranteed accuracy! 


Industries 


‘BUILDERS-PROVIDENCE * PROPORTIONEERS * OMEGA 





METERS ¢ FEEDERS * controcs / CONTINUOUS PROCESS ENGINEERING 
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Write for complete data. B-I-F Industries, Inc., Dept. P 
555 Harris Avenue, Providence 1, Rhode Island 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 








mean 
fast 
deliveries 








a time at the delivery point, 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 





\ Aligning Ball Bearing Ball Bearings 





——Spokes for Drum—- 
SECTION THROUGH REEL 

















Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 E. ONTARIO 


STREET, 


PHILADELPHIA 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 


5125 Santa Fe Avenue, Los Angeles 11, California 


New England Distributor: Northeastern Petroleum Service & Supply, Inc., 37 Brockley Road, Jamaica Plain 30, Mass. 
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a . HERE’S ONE TO SLEEP ON! 


Your dealers’ wives will really appreciate 
this gift. It’s the new 

Embraceable pillow that has so many 
revolutionary features it makes sleeping 
even more of a pleasure than it was before, 


The Embraceable is filled with 100% 
DuPont white virgin Dacron* polyester fibers 
This means it washes in a wink 
never mats! Moths and mildew won’t bot 
the Embraceable and it always springs gently ba 
into shape. What’s more, the Embraceablei 
non-allergic, odorless, dustless and hygienically cle 


Your customers’ wives will also like the Embraceable 
cover of all cotton percale in a pink petit poi 

pattern. The Embraceable has a corded edge on all four sid 
and is standard size (21” x 27’ 

*DuPont Trademan 


URGE DEALERS TO SELL NOW-—To get the Embraceable pillow, dealers / 
merely order any eight AC Guide Lamp Sealed Beam Headlamps of their choice, “4, 


Put the Mrs. on! 
Summer it 



































and they qualify for the GLM-70 package. The package contains the luxurious % 
Embraceable pillow, a strong-sell window banner and two 6012 Powerbeam 50 ¢ 
Headlamps. The dealer pays just $5.53. When the two headlamps are sold, he 
recovers $5.18. His profit from the sale pays for all but 35 cents of the promotion 
package. There’s no limit on GLM-70 packages and dealers can order as 

many as they like. 













) STIMULATE SALES WITH CONTEST! Dealers will sell more headlamps GLM-70 
by making the Embraceable pillow an incentive prize among their employees. P 
Encourage them to check the headlamps on afl cars serviced and make the PACKAGE LET QS BE YOUR C2uide TO BETTER LIGHTING 
most of the Powerbeam 50's fifty extra feet of seeing power—in all their —a 
sales talks. 





LET (3) BE THE 


70 NATIONAL PETROLEUM NEWS °* June, 1960 











TC 


June 








(eo) Se Bo | —eee Le) ee 





aE 





|Cloud 9'with the S52. Lam 
Headlamp Promotion ! 











N YOUR LIGHTING TWINS FOR REPLACEMENT. PROFITS 

ate 

1eW e + 

any 

ing 

ore, POWERBEAM 50 T-3 SAFETY AIM 

0% HEADLAMPS HEADLAMPS 

eT, 

a AC Guide Lamp Powerbeam 50 Headlamps are AC Guide Lamp T-3 Safety Aim Headlamps are installed 

' especially designed to give two-headlamp cars more on more new four-headlamp cars than any other brand. 

a low-beam throw by stretching a pattern of light 50 feet Like all AC Guide Lamps, the T-3 has three Precision- 

lei farther down the road where it’s needed most. Ground “Guide Points” for perfect aiming in minutes. 

e 

ble’ BIG GROWING MARKET FOR BOTH TYPES 

10) 

sid 

- 41 MILLION CARS 17 MILLION CARS 

ail WITH TWO HEADLAMPS WITH FOUR HEADLAMPS 
That’s the potential headlamp replacement market. Another great market of late model cars with double 
Urge your dealers to promote the many extra benefits headlamp units waiting for the wide-awake dealer! 
of the AC Guide Lamp Powerbeam 50 to owners of all AC Guide Lamp T-3 Safety Aim Headlamps are made 
two-headlamp cars. for all four-headlamp cars. 

















SELL IN PAIRS...DOUBLE YOUR PROFITS 


Remind dealers to replace all headlamps at the same time by simply explaining 
to the customer that when one goes bad it’s time to replace the other. And here’s 
a simple formula for headlamp replacement success: a 30-second lamp check 
around the car. The dealer will be surprised at the cash register results. 





ATO BETTER LIGHTING 
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Designed to boost 
your island 
profits 


NEW WAYNE 400 SERIES 














Speeds dispensing. Wide, easy-to- 
read dial face. Full 13 ft. of usable 
hose—a foot longer than ordinary. 
Nozzle readily accessible from both 
sides of pump. Semi-automatic reset 
to prevent accidental erasure of 
previous sale. Clutch mechanism pre- 
vents computer damage. 

















odel 400 
Only 48 in. high. 
For overhead station lighting. 





Saves on maintenance. Large, eas- 
ily removed panels for quick access. 
Stainless steel top, side and scuff 
panels eliminate chipping, repainting. 
All parts designed for simplicity in 
servicing—new M56 computer, for 
example, has 200 fewer parts than 
previous model. 



















REGULAR | PREMIUM 


























Model 420 


Distinctive canopy lighting aids brand 
identification. 52 in. high. 








Attracts customer attention. Low 
silhouette, liberal use of sparkling 
chrome for dial bezels and high-polish 
Stainless steel for side panels give 
maximum eye appeal. Because of 
their compact design Wayne 400 
Series pumps also take less island 
space, permit more TBA display. 


Available as single outlet, duo or 2-product duo dispenser—for either suction or remote pumping. Write for copy of new bulletin W-116. 





WORLD’S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md. - WAYNE PUMP CANADA, LTD. - Toronto, Ontario 


Jun 
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“THE EXCITING 10TH ANNUAL PLASTI-LINE SIGN CLINIC 


THE INDUSTRY’S GREATEST THREE - DAY 
SIGN AND MARKETING EVENT. MARK YOUR BUSI- 
NESS CALENDAR NOW. OCT. 25, 26, AND 27, 
KNOXVILLE AND GATLINBURG, TENNESSEE. S*®@ 


Attendance by personal invitation to many of America’s leading marketing specialists. 


SiGnS 
oF 
SUCCESS 
4 amy 
gpoieasti—iime inc. 
Knoxville Tennessee 
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A MESSAGE TO AMERICAN 


INDUSTRY @ 


ONE OF A SERIES 


Employee Gift Matching 


Another Good Way To Help 
Our Colleges And Universities 


The business community continues to make an im- 
pressive record in giving badly needed financial help 
to our colleges and universities. This year the Council 
for Financial Aid to Education expects that business 
contributions to higher education will be well over four 
times their total of about $40 million a decade ago. 

If these contributions, which were about $150 mil- 
lion last year, continue to increase at the present rate, 
they will hit the target of $500 million set for business 
aid to our colleges and universities in 1970. This is the 
amount which, the Council calculates, must come from 
business if these institutions are to have the money to 
do their job properly a decade hence. 


However, it would be a fine thing both for the nation 
and the business community if that $500 million dollar 
target were hit well before 1970. This would put us 
ahead of a schedule (it is a conservative schedule) in 
getting on top of what remains one of the nation’s most 
crucial problems—that of having its colleges and uni- 
versities adequately financed which they are very far 
from being right now. 


There is, we believe, one quite simple way by 
which financial support for higher education by 
business firms might be considerably speeded 
up. All that is required is that business firms 
generally abandon the idea that it is possible for 
every company to have a program to provide 
such support that is novel and distinctive, and 
that this is the only way that interests of prestige and 
good public relations can be served. 


There are nowhere near enough good plans to pro- 
vide financial help for higher education to equip even 
a small percentage of our business firms with one that 
is novel and distinctive. Also there are a number of 
very good plans which, so far as we can tell, lose 
nothing of their value for prestige and good 
public relations by being used by a large num- 
ber of companies. 


The Gift Matching Idea 


One plan with these attractive characteristics is the 
plan by which companies match the gifts of their em- 
ployees to colleges and universities, and now increas- 
ingly gifts to independent secondary schools, So far as 
we can discover the general plan was invented by the 
General Electric Company, with what it calls its Cor- 
porate Alumnus Program. Now, with variations on the 
same basic design, almost 100 companies have gift 
matching plans. We at McGraw-Hill are included in 
this number. 


The gift matching plans vary considerably in de- 
tail. Some are limited to alumni of the schools to be 
benefited. In others any employee can participate by 
making a gift to an eligible institution. There are also 
variations in the maximum amounts of gifts by indi- 
viduals and to individual institutions which will be 


‘ 


matched. Some companies have “open end” plans; 
others limit the total to be matched in any one year. 
All of the plans, however, embody the same central gift 
matching idea, 

When the plan was first launched some college ad- 
ministrators of little faith in the fundamental gen- 
erosity of the alumni and friends of their schools ex- 
pressed the fear that if gifts were to be matched they 
might be made smaller in the first place. The opposing 
view was that the possibility of having them matched 
would stimulate more and larger gifts, 


Advantages Of Gift Matching 


So far as we have been able to discover, the 
expectation that giving would be stimulated by 
gift matching has been validated by the experi- 
ence with the plans. This has been our experience 
at McGraw-Hill. Some other important virtues of the 
gift matching programs have been summarized by 
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LEADERS OF SOME OF THE INSTITUTIONS 
WHICH HAVE SHARED IN THE McGRAW-HILL EMPLOYEE 
GIFT MATCHING PROGRAM EXPRESS THEIR VIEWS 


“We particularly appreciate the fact that your grant is 

unrestricted, and can therefore be used for our urea of 

greatest continuing need — the General Education Fund, 
from which faculty salaries come.” 

W. Boyp ALExanver, Vice President and 

Dean of the Faculty 

Antioch College 


“We are grateful, not only for the financial support given 

to The Cooper Union by your company, but also for the 

stimulus it has provided our alumni in your employ to 
make annual gifts to their Alma Mater.” 

Epwin S. BurbeE.t, President 

The Cooper Union 





“The gift matching program has a dual advantage. First, 
it acknowledges and repays a debt of honor to those col- 
leges which, often at great loss to themselves, have trained 
and educated the men who are now among your personnel. 
This is most jair and equitable. Secondly, by offering to 
match up to a given limit the contributions of alumni, 
you encourage support of their own colleges on the part of 
graduates, who themselves are so indebted.” 
President Epwarp B. Bunn, S. J. 
Georgetown University 


“Thanks to your doubling of the annual gifts of one of 
our generous and loyal friends who works with you at 
McGraw-Hill, we are well on the way toward creating 
what for us will be an extremely helpful scholarship fund. 
This would not have been possible without the gift match- 
ing program.” 
C. Aprtan Heaton, President 
California Baptist Theological Seminary 











Ernest T. Stewart, Executive Director of the American 
Alumni Council (1785 Massachusetts Avenue, N.W., 
Washington. D.C.) who would be glad to provide de- 
tailed information about them, and the names of com- 
panies having such plans. Of the gift matching idea 
he says, 


“First—it assures the corporation that its gifts go 
direct to those colleges and universities which 
have furnished it with trained manpower. 


“Second—it places responsibilities for the gifts on 
the institutions themselves and drives home the 
point that they must make a real effort with their 
own alumni. 


“Third—it leaves the final decision of corporate 
4 ” 
support basically to the employees. 


For many companies which are fearful of compli- 
cating their relations with their customers by courting 
charges of favoritism if they provide direct financial 
support for any particular school or group of schools, 
this latter consideration can be of decisive importance. 


The gift matching plan also has what for many com- 
panies is the very important virtue of being simply and 
easily administered. Some additional virtues of the 
gift matching plan, as seen by officers of institutions 
which have been beneficiaries, are indicated in the box 
at the top of this page. 


Effective And Easily Managed 


We at McGraw-Hill are well pleased with our gift 
matching program. It is a broad program in which all 
employees and a wide array of colleges and universi- 
ties, both privately and publicly supported, are eligible 


to participate. We commend it as an effective and 
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easily managed plan to provide urgently needed finan- 
cial aid to higher education. 


We also urge that business firms adopt this or 
one of a number of other very good programs 
of financial aid to higher education* rather than 
delay in the hope of hitting upon some quite 
new and distinctive plan. There are very long 
odds that such delay will prove unavailing. In 
the meantime our colleges will be losing finan- 
cial help which it is profoundly in the interest 
of the business community and the nation to 
see that they get—and get fast. 


*An earlier editorial in this series dealt with tuition supple- 
ments as another good way to help our colleges and universi- 
ties. Reprints of this editorial are available. So are copies of a 
“more or less socratic dialog,” entitled, A Business Wrestling 
with the Problem of Aid to Colleges and Universities. 
It was prompted by the efforts of McGraw-Hill to find suitable 
methods of providing financial aid to higher education. 





This message is one oj a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, iNC. 





























PROOF THAT CHEVY’S BIG NEW CABS ARE BUILT FOR A BETTER DAY’S WORK! 


“THESE TRAILS WOULD 
SHAKE THE CAB OFF 

a AN ORDINARY TRUCK... 

= BUT NOT OUR CHEVY’............. 


body-wracking beatings that are part of a day’s work for this Chevrolet Series 60 pulpwood hauler, 
owned by J. E. Fox, North Carolina logging contractor. As Bobby Fox, a partner in the business 
points out, ‘Loaded full-up with pulpwood, we drive right over stumps and potholes you’d think 
would tear the truck to pieces. These trails would shake the cab off an ordinary truck, but not our 
Chevy. You can always replace chassis components, but when the cab goes, you have to buy a new 
truck. Chevies are built to hold together longer. That’s why we buy ’em.” 


@ No matter where you haul, you'll profit by the new toughness that’s 
built into Chevrolet’s truck cabs for ’60. You’ll benefit from a cab that’s 
constructed to stand up to slam-bang runs over rough terrain, a cab that 
stays in A-1 shape years longer. Here are some of the ways in which 
Chevy assures this tight, maintenance-minimizing performance: 1. Extra 
reinforcement where it counts reduces vibration; provides a solid founda- 
tion for cab sheet metal. Tough new longitudinal sills reinforce the 
underbody. 2. Extra-sturdy door openings—box-section pillars and sills 
assure lasting alignment. Doors stay weathertight with a minimum of 
maintenance. 3. New double-walled roof panels are sturdier than ever. e 
Husky box-section pillars provide the solid roof support that means greater ealety and maximum cab 
strength. MM And there’s a world of comfort for you, too. A wide seat, for instance, with a comfortable 
foam cushion and springs that soften the ride yet give you extra support where it’s needed. And there’s 
more head, hip, shoulder and leg room for husky drivers . . . a horizon-wide 
windshield with 26% more glass area, a new see-at-a-glance instrument 
panel, new conveniently suspended pedals. ™@ First chance you get, visit 
your Chevrolet dealer and drive one of these new Chevies. Feel how Torsion- 
Spring Ride takes the bounce out of bumps; learn for yourself why it will 
lengthen truck life and lower maintenance costs. Check up on Chevy’s 
famous gas-saving 6-cylinder and V8 engines. Then you’ll know, for sure, 
why you can expect thousands of extra miles out of a Chevy; why you 
can be sure of more work per day at least expense. . . . Chevrolet Division 
of General Motors, Detroit 2, Michigan. 


1960 CHEVROLET STURD! 
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At Work Everywhere! 


Wherever professional liquid haulers operate you’ll find more 
Fruehauf Tanks than any other make! Fruehauf steel, aluminum 
and stainless steel tanks are designed to give liquid haulers the 
highest profit dollar because they are designed to be the longest 
lasting, safest, tightest units in the industry. 

In addition, Fruehauf offers the professional hauler the only 
truly nationwide parts and service facilities in the Truck-Trailer 
industry! 

If you haul any liquid, it will pay you to see your Fruehauf 
Branch salesman TODAY! 


Chemical Stainless Steel 
Tank-Trailers with 6,200 
gallon capacity, 3-compart- 
ments, precision construction. 
Automatic seam welding. 


PENNSYLVANIA |" "Siiiiiii ne 





MICHIGAN 


Rugged Steel Gasoline Tanks 
with up to 8,000 gallon 
capacity. Single compart- 
ment. Latest techniques in 
tank fabrication and welding 
assure years of leakproof 
service. 











CALIFORNIA 


Lightweight Aluminum Gaso- 
line Transport bolster mount- 
ed truck tanks and frameless 
4-wheelers. Up to 500 extra 
pounds of payload. Truck 
gallonage to 4,500, trailer 


allonage to 5,300. ety os nm ye - 
ae - : : , . i _~ 





«hse a 





FRUEHAUF TRAILER COMPANY 


10948 Harper Avenue @ Detroit 32, Michigan 
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measure up to maximum accessibility 
for full range of undercar service 





he increasing trend to car servicing means that 

f s we re) Hoists are more important than ever in determin- 

SINGLE POST - wy 4 ing profitable operation. Globe Hoists handle, at 

hile manufacturers’ recommended pick-up points, Ameri- 

On MNCT can cars large and small; foreign cars; every frame 

design: X-type, straight, bowed and unitized body. 

All cars are spotted fast, go up fast and get off fast 
to increase traffic per Hoist and profits per job. 

Neither rugged use or changing design will affect 
the usefulness of Globe Hoists. None has ever become 
obsolete. 

For complete data on Globe “Frame-Kontact” 
Hoists and the full Globe line, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, 
Philadelphia 18, Penna. 







SWIVEL 
ARM 






















ROLL-ON TYPE. 2 
AUTO 4 


TE LINE OF AUTOMOTIVE AND 
a 
“y 

<< TWO-POST, AUTO 
Ns < 


TWO-POST, 
““FRAME-KONTACT” TRUCK 


TWO-POST 


THE WORLD'S MOST COMPLE 








FREE-WHEEL TYPE, fo 
: AUTO 








June, 1960 * NATIONAL PETROLEUM NEWS 79 





























Report No. 2 on trends in service station lighting 





New pump island light: draws 
business off main street 


Bright, wide-coverage Revere Chevron-Lites do a powerful job 
of attracting business from the nearby major intersection and 
drawing it to the side-street location of Ferino’s Service Station 
and Car Wash in Chicago. The advanced design of the lighting 
installation has high attention-getting value — and it does an 
extremely effective job of lighting up the pump island and 
service area. 


Superior lighting enables this station to compete effectively 
with service stations on the main streets. The Ferino station 
combines fluorescent island lighters with incandescent flood- 
lights to give an overall effect of cleanliness and efficiency — 
a direct invitation to the passing motorist. 


Revere multiple fluorescent luminaires are upswept 15° for 
broad coverage. A 6-foot extension enables three Revere in- 
candescent floodlights to be mounted on each island lighter . . . 
floods cast smooth, bright light on approaches, driveways and 
the station perimeter. A triple floodlight installation on the 
corner supplies more light for approaches. Send for your copy 
of Revere’s outdoor lighting equipment catalog. 











1. One Revere No. 9114-8 Chevron Island Lighter mounted 
on each pump island. Luminaires are upswept 15° and 
have 15° lateral tilt. Luminaires are designed for maximum 
efficiency using high output fluorescent lamps. A special 
14-foot tapered octagonal pole with special brackets sup- 
ports luminaires. Poles have two knockouts for air and 
water outlets. Square poles are also available. 


2. Three Revere No. 4213-P 1500-watt floodlights on No. 
217-PA bracket are mounted on top of each pole. Extension 
screws into octagon pole for 20-foot mounting height. 


3. Revere No. 199-G-20 hinged pole mounts three addi- 
tional No. 4213-P floodlights at corner. Hinged pole enables 
quick, easy cleaning and relamping of floodlights. These 
floodlights are concentrated on driveways and approaches. 


A well-lit station Is a busy station 
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OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 7420 Lehigh Avenue «+ Chicago 31, Iilinoils 
Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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WEAVER LIFTS THAT CAN HANDLE ANY CAR! 
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Tmouc WEAVER TWIN POST’ LIFT 


Has never been obsoleted 
by changes in car design 














The newest and the oldest cars on the road can be 
handled with speed and ease with a Weaver EC-102 
Twin Post Lift. It adjusts to desired wheelbase in 
seconds . . . lifts cars at outer ends of front lower 
control arms for completely relaxed front end sus- 
pension. With a Weaver Twin Post Lift mechanics 
can work faster, more efficiently, service more cars in 
a shorter time. There are no rails to hamper under- 
chassis work. Weaver Twin Post Lifts are available 
for every type of station—four sizes, eight models to 
provide a full range of lifting capacities. Ask us for 
Bulletin NP 457. 





OLDER MODELS CAN BE MODERNIZED 
Any model Weaver Twin Post Lift, 
regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 
number and wheelbase capacity. 


New WEAVE ad ‘sw IVEL 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactness and versatility 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the 
vehicle manufacturer. 

Long-reach, reinforced lifting arms 
swivel from a narrow, one-piece all-welded 
center section of extra-strength solid steel. GY sowwen , 
They swing easily to under-chassis lifting Soro 1900 
points. Built-in, movable adapters can be 
adjusted to four height positions. No 
attachments are needed. 

Available in both full- or semi-hydraulic 
models. Write us for Bulletin NP 842. 








WEAVER MANUFACTURING COMPANY 
SPRINGFIELD, ILL., U.S. A. 


Division of Dura Corporation 














INE—AND NO ONE BUILDS IT BETTER THAN WEAVER 
SERVICE SHOP 
EQUIPMENT 
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50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 


Complete Weaver line includes: Twin Post* Lifts Triple Post Lifts* e Frame Type, Roll-on and Free- Wheel 
Single Post Lifts ¢ Unit Lifts « Bumper Jacks e Car Washers « Wheel Alignment Equipment Headlight 


Testers e Brake Testers » Wheel Balancing Equipment « Jacks « Wheel Dollies « and Air Compressors, 
(*Registered Trademarks) 
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Are your tire sales dragging —or ahead like ‘‘U. $:’? 
Are battery and accessory sales down—or up like ‘‘U. S:’? 
Take your TBA where you want it to go—ahead with U. S. ROYAL 


THE U.S. ROYAL TBA program is your kind 
of TBA program. It can help you add worth- 
while new volume at a worthwhile profit. It 
makes sense. 

Sensible inventory and pricing, for example. 
In the three lines of batteries, a single price for 
12 volts, a single price for 6. Long shelf life. 


Hose, battery cables and fan belts all individu- 
ally boxed. Sensible balance, too: complete yet 
simplified line of accessories to increase your 
business. 

Put your TBA ahead. It’s easy. You’ll find... 


Great things are happening for you at U.S. Royal! 


U.S. ROYAL TIRES 
United States Rubber 
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WARNER LEWIS EQUIPMENT PROTECTS THE JETS 


Clean jet fuel is essential to safe jet aircraft operation. Today, all aviation 
fuels may be provided the ultimate protection against fuel contamination. 
The new Warner Lewis 2-stage separator/filter eliminates jet fuel con- 
taminants — free water and dirt — and delivers the cleanest fuel ever 
demanded by commercial or military aircraft. 


A Silent Servant of Safety, this equipment is installed on fueling facilities 
serving most of the world’s major airports. It is approved and in produc- 
tion for the U. S. Air Force under recent contracts. For further information, 
write Aviation Products division, Warner Lewis Company. 


DIVISION OF 


\ 
CORPORATION \ IN CANADA: FRAM CANADA LTD., STRATFORD. 
\ 
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BOX 3096 © TULSA, OKLAHOMA 
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of everything you need 
with this meter 


MORE installation ease 


This T-70 truck meter is easy to install. 
You have the option of three inlets and two 
outlet connections. You can even make a 
right or a left hand setting without using any 
adaptors. These meters ease themselves into 
any truck compartment, either as new in- 
stallations or as replacements. 


MORE accessibility 


To gain access to the meter rotor, strainer 
or air eliminator, it is only necessary to 
loosen a few cap screws. These elements can 
then be removed through full size areaways 
for routine cleaning or examination. The 
Rockwell ““T-70”’ is also easy to calibrate— 
only a screwdriver is required. 


MORE operating convenience 


For automatic shut-off, a new smooth 
closing system is provided. The operator just 
presets the quantity to be delivered, then 
touches a lever and the meter counts down 
and shuts itself off in easy stages as the zero 
point is reached. 


MORE accuracy 


This meter measures by the time-proven 
Rotocycle principle, with improved crank- 
controlled rotor. This is a durably accurate 
construction in which all parts revolve 
smoothly. 

For full details write for bulletin OG-410. 
Rockwell Manufacturing Company, Pitts- 
burgh 8, Pa. In Canada: Rockwell Manufac- 
turing Co. of Canada, Ltd., Guelph, Ontario, 


another fine product by © 


ROCKWELL 








TANK TRUCK METER 





CRATE OF FLOW 14-70 GPM) 
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Washes cars really clean in 10 min- 
utes or less. Material cost is extremely 
low. Operator's work is far easier 
than with conventional methods. 





... yet it costs you far less than expensive 





New... 
Inyelra Clean 


POWER WASH 


and bulky, single-purpose washing equipment! 


No longer do you need special training, special wiring or expensive equip- 
ment to get your share of high-profit car wash business! Amazing new 
Graco Hydra-Clean not only washes cars fast but does many other jobs as 
well. And . . . cost is so low that even if washing cars were all it could do, 
Hydra-Clean would still be your best car wash buy! 












Grit and grime literally float away 
from tractor bodies with Graco 
Hydra-Clean at work. Note the 
easy, One-man operation! 


Caked wheel dirt disappears under 
high pressure Hydra-Clean spray. It's 
fine, too, for fast and easy cleaning 
of truck interiors. 


Cleans motors in another quick 10 
minutes. Watch the extra dollars roll 
in once you offer combination car- 
and-motor washes! 











OR PHONE YOUR NEAREST FACTORY BRANCH 

@ WASHINGTON, D. C. 
WOodley 6-7686 

@ CHICAGO 
WAbash 2-0290 


@ NEW YORK 


@ DETROIT 
TRinity 3-6900 

@ HOUSTON 
CApitol 7-1771 


e@ ATLANTA 
TRinity 6-6374 

®@ SAN FRANCISCO 
MArket 1-5941 


RAvenwood 6-7620 
@ PHILADELPHIA 
CEnter 6-2722 
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salesme! 
Why? EF 
23,000 1 
Shell pr 
Ollie’s 
tune-up 
boards . 
ey, signs. . 
Washes lifts, stalls and lube equip- Spic-and-span drives and pumps Keeps station bright and clean, up- Even keeps rest rooms sanitary and Batterie 
ment. Makes tune-up and mainte- help attract customers. Hydra-Clean grades appearance. Cleans win- spotless... another Hydra-Clean ».. auto 

nance a faster, easier and a more loosens and flushes all unwanted dows and woodwork, even smallest extra! Just try to do that with a high- 
profitable task. materials away. cracks and crevices. cost, stationary car wash installation! and spec 
s.. and 
Check into this complete, low-cost Hydra-Clean package air-powered pump and a starter package of Graco tools re 
. . choose either standard-duty “200” or heavy-duty ‘“‘Dirt-Tergent’’ Cleaner.Write for free illustrated Hydra- products 
**500”". Both include a famous Graco non-corrosive Clean brochure or see your Automotive Wholesaler! Oil m 

: Loujln Wl by 
SEE PHONE BOOK YELLOW PAGES "LUBRICATING EQUIPMENT” 





GRAY COMPANY, INC. 


232 Graco Square 
Minneapolis 13, Minn. / Phone FEderal 6-9331 
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the world of Ollie Minor... 
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an oil marketing management man 


ina 15 billion dollar market 


LLIE F. MINOR is manager of retail sales 

for Shell Oil Company —a man many 
salesmen would give their eye teeth to sell. 
Why? Because Ollie supervises sales to 
23,000 U. S. service stations that handle 
Shell products. 

Ollie’s world includes oscilloscopes for 
tune-up work .. . merchandising research 
boards... new station locations and de- 
signs... training centers... TBA (Tires, 
Batteries & Accessories) merchandising 
,.. automotive lubricants .. . antifreezes 
and specialty products ...credit programs 

. and the many, many other ideas and 
tools required to market service station 
products, 

Oil marketing management men like 
Ollie are primarily responsible for the 
$l5-billion of service station retail sales 


> 


last year. That $15-billion, by the way, 
represented 7.5% of all retail sales. Oil 
companies, together with oil jobbers and 
other independents, comprise a major 
market for pumps, hose, meters, tanks, 
compressors and all other oil marketing 
equipment. This is also the world’s biggest 
market for tires, batteries and automotive 
accessories. 

If your company (or client) has a stake 
in this market, you’ll want to know about 
National Petroleum News... because its 
18,460 paid circulation provides unique 
coverage of readers like Ollie Minor. Your 
NPN representative will be glad to give 
you all the details on the world of oil mar- 
keting and how to reach it through Na- 
tional Petroleum News...for 50 years the 
magazine for oil marketing management, 
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National 
Petroleum 
News 0. ox. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36,N.Y. , 

















See ee 








ete See See ees” on 


GENERAL 
TIRE 





oe a 


RECOGNIZED FOR QUALITY THE NATION OVER 


Wherever oil marketers take on the General Tire, a big 
step-up in sales and profits naturally follows. That’s be- 
cause the General Tire offers a full line of quality tires, 
batteries and accessories, backs up that line with full- 
power support at every level. This is what you and your 
dealers need to make TBA operations pay off ...and you 
get it with the General Tire! Check General’s TBA pro- 
gram for yourself... why not now! 


@ Complete line of passenger, truck and farm tires 
Consistent and concentrated advertising help 
Complete marketing and merchandising programs 
Warehouse facilities as near as your telephone 

Sales training aids designed to boost sales and profits 








write today to 
W. A. ROBINSON 
TBA Sales Manager 


THE GENERAL TIRE & RUBBER CO. + Akron, Ohio . 


eerie 
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something 


new “Bum brake job? Where'd you have it done?” 
“That gas station across from the delicatessen.” 
has been | | 
“I guess they just can’t do decent brake work.” 
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FUEL ADDITIVE THAT GIVES 
POSITIVE STORAGE STA- 


BILITY...ATA SUBSTANTIAL 
PRICE ADVANTAGE. 











Five years of Tretolite laboratory 
tests and two years of commercial 
testing have ors the superiority 
of ToLap* Fuel Additive for stabi- 
lizing diesel and fuel oils in storage. 
Wherever it has been used, ToLap 
has effectively and economically 
reduced sludging and maintained 
color stability. ToLap, being pri- 
marily an inhibitor, minimizes the | 
formation of insoluble residue and 
emulsification, thereby preventing 

| 
| 

















It could be one of your dealers who just lost a good customer 
(or maybe two). Because that’s generally the result of a poor 
brake job. The cause? Inferior linings, inferior workmanship . . . 
or both. 


Here at Raybestos we make the kind of linings your dealers 
should be using—proving ground tested linings that last and 
last, linings that deliver swift, smooth, sure stops every time, 


sludging resulting from poor water 
tolerance. This means greater mar- 
ket acceptability, fewer consumer 
complaints about fouled burner tips me ‘ ; : 
and plugged filters. ToLAp also | linings you can depend on to contribute solidly to the quality 
effectively prevents fouling in diesel image of your company that your own products have created. 
engine fue ee Se What’s more, at local brake service clinics and in our own fac- 
Totap Fuel Additives are avail- ; . 

abst waincn anhless farmuiaa= tory schools we will show your dealers how to do reline work 
with or without metal deactivator, | on all makes and models expertly . . . and profitably. 

as inhibitors or inhibitor-dispers- ; 


ants. Tretolite laboratories will test More and more of your dealers are moving into brake service. 
your fuel and recommend the cor- : 


vert Torso Buel Additive formula | Raybestos can make this move genuinely worth while. 


for your needs. Call or write for 


the complete Toap story. ’ ' pectin . : : 
P ; If you would like to discuss the possibilities of Raybestos in your service 


* Registered trademark, Petrolite Co ’ ‘ . ‘ 
eae eect so eee station plans, write to us—we will be happy to meet with you. 


FA-60-6 


PETROLITE 





CORPORATION 





TRETOLITE COMPANY 


Uc reun AMERICA’S BIGGEST @& SELLING FRICTION MATERIAL 

_ 369 Marshall Avenue, Saint Louis 19, Missouri RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

_. 5515 Telegraph Road, Los Angeles 22, California e RAYBESTOS-MANHATTAN, INC., Brake Linings ¢ Brake Blocks © Brake Fluid * Clutch 
~ Offices and Representatives in Facings © Industrial Rubber * Mechanical Packings « Asbestos Textiles * Engineered 
10 pl ae “wane ° ete Plastics © Sintered Metal Products « Rubber Covered Equipment « Laundry Pads and 

° Ye ITALY ¢ JAPAN ¢ KUWAIT i i 7 i i . i 

MEXICO * NETHERLANDS © PERU © TRINIDAD Covers ¢ Abrasive and Diamond Wheels Industrial Adhesives Bowling Balls 
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Nationwide study 
uncovers new 


sales opportunities! 


Independent audit shows way to recap- 
ture missing filter sales— and proves 
Fram’s No. 1 position in distribution. 


Until now, precious little information on 
oil and air filter marketing has been gener- 
ally available to oil companies. 

Now the first national audit of service 
outlets conducted by Audits & Surveys, Inc. 
and sponsored by Fram Corporation, re- 
veals many interesting facts. For example... 
e Among the nation’s prime gasoline serv- 

ice outlets, one brand of oil filter outranks 

all others. What brand? Fram! 

Among practically all the well-known 

petroleum companies coast-to-coast, one 

brand of oil filter is either first or second 
in station distribution. What brand? 

Fram! 

Among outlets selling the fast-growing 

new dry type carburetor air filter, one 

brand leads all others. Fram! 


But, sad to say, 55% of the total outlets 
do not yet stock a single air filter replace- 
ment—in spite of the fact that this replace- 
able filter is now standard on all major 
makes of cars! 

Other facts from this survey could bear 
strongly on your current market planning. 
Let us show them to you. And Fram is pre- 
pared, too, to conduct other surveys and 
market checks on your behalf — to obtain 
filter data in your own specific sales areas. 

This activity is just a small part of 
FRAMARKETING*...a full sales devel- 
opment service now being used widely by 
oil companies. It includes field training by 
more than 100 Fram representatives... 
dealer and consumer promotions that are 
the talk of the industry...the strongest, most 
consistent of all filter advertising programs. 

For more information on FRAMAR- 
KETING*, write or phone National Ac- 
counts Division, FRAM CORPORATION, 
Providence 16, R. I., GEneva 4-7000. 


¢FRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business...through research, train- 
ing, advertising, promotion, sales aids and personal field assistance. 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 












Size for whose sake? 


Big Business, some will answer quickly, serves only itself. Its aims, as they 


see it, are fewer and fewer competitors, fatter and fatter profits. They 
ignore the fact that much of today’s business is big simply because it has 
so be big to supply our needs. Let’s look at a few facts on business that 


are all too often overlooked. 


Q. These days, exactly how big is the job 
Oil must do? 


A. Let’s express it in production figures. 
These, of course, only hint at our huge 
consumer appetite for oil. The industry 
refined 2,789,404,000 barrels of crude oil 
in 1958. That’s more than 7,642,000 bar- 
rels a day. We also drilled 47,758 new 
wells. Doing so helped add 235,512,000 
barrels to our proven petroleum reserves 
underground. That’s one more assurance 
we can continue to meet our needs for 
oil tomorrow. 


Q. In doing this job, don’t a few big com- 
panies dominate the rest of the industry? 


A. Notatall. The industry includes some 
12,000individual oil producersand 28,000 
individual marketers. And there are 291 
operating refineries in the U. S. owned 
by 186 different companies. No one or 
two or ten of these companies monopo- 
lize the business, 


Q. How is the volume of business spread 
among these refiners? 


A, In 1958, the largest refiner had 10.3% 
of all refinery production. The top five 
refiners togetherhad 37.9% ofthis “run.” 
The top ten had less than 61%. Refining 
is big business—but it doesn’t rule out 
healthy competition. 


Q. But why must refining companies be 
big business in the first place? 


A. A few statistics may help answer that 
one. Today’s standard 50,000-barrels-a- 
day refinery costs about $75-80 million. 
And while the outlay for capital equip- 
ment for all U.S. industry runs to $17,900 
for each production worker, it comes to 
$77,700 for the refining industry. A small 
business could hardly afford that. 
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Q. Up to now we've talked a lot about 
refining. What of exploration? 


A. Our driller today spends $13.80 to 
drill just a single foot. And, on an aver- 
age, he must go down 4,160 feet to find 
oil—if he finds it at all. A “dry” hole 
cost $2,000 in 1859 when the UV. S. oil 
industry was born. Today it can run up 
to $3 million. Yet, drilling costs are only 
part of the picture. Companies now 
searching for oil in offshore waters, just 
as an example, operate the biggest heli- 
copter service in the world. 


Q. Then there is little room for the‘‘loner”’ 
in the oil industry. 


A. As far as risky foreign operation 
and costly offshore exploration go, this 
is perhaps so, But onshore, here at home, 
no. Take drilling. The small “tindepend- 
ents” were able to provide three out of 
eight barrels of oil the U.S, produced. 
Also, most of the country’s 574,900 oil 
wells are small producers, averaging 11.7 
barrels a day. So, there is a special need 
for these “independents.” But their oil 
must be transported by pipeline, and 
often by tanker, too, to its refinery des- 
tination. This again is big business, 


Q. Do we need bigness at the selling end 
of the business too? 


A. No, as we already said, there are 
28,000 marketers in the oil industry. And 
there are about 200,000 primary service 
stations selling oil products to the public. 
About 90% of these stations are owned 
by small independent businessmen. 


Q. You suggested before that bigness 
helped at the gas pump. How? 


A. It has helped raise the quality of oil 
products while holding down the cost to 


A service of Gulf Oil Corporation in the cause 
of creating—through the facts as we see them 
a fuller understanding of the oil industry. 


the public. For example, to raise gaso- 
line octane by just one number to meet 
the needs of today’s high compression 
automobile engines costs the industry 
some $200 million. And oil has kept up 
with the costly race to boost quality 
without an appreciable rise in prices, 


Q. Can you cite some figures on price 
holding? 


A. Gasoline prices, excluding Federal 
and State taxes, averaged 20.27¢ a gal- 
lon in 1949, against 21.09¢ in 1959, That’s 
a rise of less than a penny a gallon in 
over ten years. Of course, gasoline taxes 
jumped from 6.52¢ to 10.12¢ in the same 
period. The whole range of oil product 
prices has risen far less than the U. S, 
index of retail commodity prices, 


Q. Even so, aren’t oil industry profits 
way above other industries? 


A. Hardly. The stiff competition, the 
risks of exploration, and the rising costs 
we spoke of, all help keep oil profits 
down. The industry’s net income after 
taxes in 1958 was 10.2% of net worth, 
against 9.8% for all manufacturing. Big- 
ness does not mean exorbitant profits. 


Q. If bigness hasn’t meant exorbitant 
prices or profits, hasn’t it given the oil 
industry undue power in our government? 


A. If anything, it’s the other way around. 
The criticism that bigness has got to be 
“badness” dogs the oil industry in devi- 
ous ways. The industry, for example, has 
been called on the carpet by one branch 
of government for doing what another 
branch has asked. But, often the public 
only remembers the headlines of the 
charge, even though no basis for it ex- 
isted. Again and again, big business is 
hurt by lack of knowledge about it. The 
best defense for bigness is helping people 
understand it. 


We welcome further questions and comment. 
Please address them to Gulf Oil C ‘orp. 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa. 
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Rockwell-Nordstrom Hypreseal lubricated plug valve for 
higher pressure services. Shuts off positively, operates eas- 
ily, can be repacked in service. 


LEADERSHIP INVITES IMITATION | 


Rockwell Hypreseal valves will be copied, someday. are proving how this leadership and continuing research 
Why? Because so many valve buyers have proved to and development are translated in better flow control 
themselves that it’s the only valve for higher pressures at far lower cost. Write for money-saving ideas on the 
that they can rely on to shut off positively, operate complete line of Rockwell-Nordstrom lubricated plug 

easily. Pressurized lubricant sealing stops leakage with- valves. Rockwell Manufacturing Company, Dept. | 


out exposed metal-to-metal seats, and lubrication plus 100, Pittsburgh 8, Pa. Canadian Valve Licensee: 

the absence of deep stuffing boxes assures easy opera- Peacock Brothers Limited. Rockwell International, 

tion at highest pressure differentials. And, the Hypre- S. A., Geneva, Switzerland. j 

seal can be completely repacked in service without ; 

costly down-time. Lubrication Makes The Difference | 
Ever since Sven Nordstrom built the first lubricated 

plug valve in 1916, every lubricated plug valve innova- ROCKWELL-Nordstrom VALVES 

tion has come to users first in a Rockwell-Nordstrom onuiven Cian aimee 

valve. And the millions of these valves in service today “ 2 @ 


: ROCKWELL 








Power operation with Rockwell-Nordstrom Hypreseal valves 
is relatively simple because lubricated plug is moved 
through only 90° for bottle- =e shut-off. 
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Capture Big ‘Front End” Profits with this 


exclusive ALEMITE 


BALANCING and ALIGNING 
PACKAGE! 





4. EXCLUSIVE 


REASONS WHY 
ALEMITE’S 
CROSS-SIGHT 
WHEEL ALIGNER 
OUTPERFORMS 
ALL OTHERS: 


1. Operates on measure- 
ment of one wheel in rela- 
tion to the other, and de- 
pends only on the other 
wheel for reference. 





2. Gives accurate readings even on rough 
or uneven floors. 


3. Completely portable—no expensive in- 
stallation required—no wasted space, as 
with pit or ramp type. 


4. Sound signal tells when 
proper adjustment has 
been reached for toe-in as 
well as camber... elimi- ~= 
nates need for getting out 

from under the car. 


For details contact your Symbol of 
Alemite supplier or write 
directly to: Alemite, TT 
Dept. AS-50, 1826 Diversey W fe AT- W iS i] n F a 





Parkway, Chicago 14, ill. Excellence 


b. 








4. EXCLUSIVE 


REASONS WHY 

THE ALEMITE 
ELECTRONIC WHEEL 
BALANCER 
OUTPERFORMS 

ALL OTHERS: 





1. Gives faster, easier balancing of all four 
wheels — gives true balance, both side-to- 
side and up and down on the car. 


2. Nothing added to or removed from wheel 
or car. No extra attachments or adapters re- 
quired—balances any wheel. 


3. Sensitive vibration pick- 
up magnetically attaches 
itself to brake plate or sus- 
pension arm to transmit 
vibration caused by out- 
of-balance. Simple and 
easy to operate. 


4. All-new strobe light 
works indoors or out. 
Meter scientifically shows 
need for balancing and 
proof of perfect job. No 
comebacks. 











CORPORATION . 
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Take a look ata 
dramatically different 


aluminum tank* 


Revolutionary new Trailmobile uses integral 
extrusions as main structural members to achieve the 
first major break-through in aluminum tank design. 


This new Trailmobile is not just another 
steel tank design fashioned in aluminum. It 
is a basic and radical departure from conven- 
tional design that for the first time utilizes 
the full potential of aluminum. CD In place 
of the usual shell welded together in sections 
and heavily reinforced at points of stress, 
this tank uses as primary structural mem- 
bers aluminum extrusions which are an in- 
tegral part of the shell itself. Located at the 
top and bottom of the shell where stresses 
are the greatest, these extrusions eliminate 
weakening cross-wise welds and provide strong longitudinal members to dissipate 
stresses and strains over the entire length of the unit. And in this respect the new 
design is much like that of an I-beam, which is also integrally reinforced at top and 
bottom to resist damaging, concentrated loads and bending forces—the chief causes 
of costly failures in tank trailers. All this adds up to greater strength plus lighter 
weight—which is the ultimate aim in designing in aluminum. And to you this is 
added assurance against costly failures that result in leakage, downtime and loss. 


TRAILMOBILE unc. 


CINCINNATI 9, OHIO 


SESS SHHHESHESHHEEHHEHETESHEEEEHEEHEEEHEESEHEEHEEHEHEEOEOHEE 
. 


TRAILMOBILE INC., Cincinnati 9, Ohio : 
.{_] Please send illustrated folder on your new aluminum tank. 
- Be sure to get complete 
[_] Please have salesman call. : information on this totally 
> different aluminum tank. 
: Contact your nearby 
company : Trailmobile representative 
> or use the coupon. 


name. 











ZONE. state. 








Phantom view shows how alumi- 


num extrusions become an inte- 
gral part of the tank shell. Note 
how this design eliminates cross 
potential failure areas 


welds or 
in the main reinforcing beams. 


*Patent pending 











PROVED 
TOP CHOICE 
FOR LOW OVERHEAD 
DELIVERIES} 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 





TRANSPORT* ALL TRACTION* 





*FIRESTONE T.M, 
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It also resulted in Firestone Shock-Fortified cord which means extra miles (oe an 
of service out of every tire. Get performance proved Firestone truck tires, ie a | 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. te 
: 
VS a al 
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; B! 
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BETTER RUBBER FROM STARTTO FINISH) =~ ihe * 
Copyright 1960, The Firestone Tire & Rubber Company by, mn f ; ! 
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Let Du Pont help make your handling and 
blending of TEL safer, easier, faster 


Over the years Du Pont engineers 
have made a number of worth-while 
contributions directed toward the 
more satisfactory handling of tetra- 
ethyl lead at the refinery. 

The most recent is a new blending 
plant design, some features of which 
can be incorporated advantageously 
by you in older plants. Among the 
advantages of the new design are a 
smaller building, the elimination of 
windows and weigh-tank well and 
the more economical location of 
valves at the end of the weigh-tank 
instead of alongside. 

The three-inch unloading line, 
which can cut unloading time in half, 


is another Du Pont innovation. So is 
the siphon starter, which reduces 
problems caused by siphon breaks in 
the vacuum system. The Metal-Flex 
hose requires only one man to attach 
unloading line to tank car dome, 
eliminates troublesome leaks and re- 


M86. vs. pat.ore 


Better Things for Better Living 
... through Chemistry 


packing of swing joints, and makes 
for safer operation. 

If you are not familiar with some 
of the above developments or have 
other TEL matters you would like to 
discuss, get in touch with your 
Du Pont representative soon. 


Tetraethyl Lead 


and other 


Petroleum Additives 





























et the Best | ) 


ITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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Ahead of the News 








IN WASHINGTON 


Bills Affecting Jobbers—Here’s how major legisla- 


tion stands in Congress now, according to a report to 
National Oil Jobbers Council by Otis H. Ellis; General 
Counsel. 

e Taxation of co-ops. No significant development 
is likely in the present session. 

e Federal Fair Trade. Bill not expected to get out 
of Committee this session. 

e@ Minimum wage. There will probably be some in- 
crease and some expansion of coverage. 

@ Gasoline tax. A 0.5¢ gal. increase, requested by 
the President, is not expected at this session. However, 
at the next session there will be considerable pressure 
to keep the 1¢ gal. increase scheduled to expire in the 
summer of 1961. 

cy 


Fuels Policy—Coal interests are more optimistic lately 
that Congress may vote a fuels policy study before 
adjournment. A new version of the bill is picking up 
momentum in the House. The revision removes certain 
language which many oil men think could lead to end- 
use controls favorable to coal. 


AROUND THE COUNTRY 


Amoco Going National—Word is that Indiana Stand- 
ard will announce its national marketing plans by July. 
“Amoco,” the brand name of American Oil, Indiana 
Standard’s affiliate, is favored as a national brand 
name. Indiana Standard is not permitted to use “Stand- 
ard” outside its 15-state marketing area and reportedly 
favors Amoco over its Midwest brand names, Red 
Crown and Golf Crown, and its Utah subsidiary’s brand 
name, Ultra Power. Because Frank O. Prior, chief 
executive officer, will retire in August, July reportedly 
was selected so that the program would be outlined 
publicly before he leaves. 


Jobber Margin Cut? —Otis H. Ellis, NOJC General 
Counsel, tells jobbers to beware of a concerted effort 
by suppliers to reduce jobber margins on regular-grade 
gasoline from 3%4¢ to 3¢ gal., and on premium-grade 
by a comparable amount. Ellis recommended that 
NOJC make every legal effort to prevent margin de- 
crease. 
* 


More ‘Wide-Area’ Pricing—Mobil Oil Co. seems 
pleased with the way its new wholesale gasoline pricing 
plan is working. After experimenting with the plan in 
the Northeast, the company has introduced it in the 
Northwest. In an eight-county zone around Seattle, five 
trading areas have been set up, each with a uniform 
dealer price for regular and premium. The plan was 
introduced in New England last October and in New 
York in January (NPN—Mar. p86). Mobil says the 
plan, eliminating deale: aid, helps check price wars. 
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Jersey Going Coast-to-Coast 


Standard Oil Co. (N.J.) is filling the last big gap in 
its national representation, the West Coast. Through 
the Humble division of its subsidiary Humble Oil & 
Ref. (Del.), Jersey last month: 

e Purchased 11 multipump units from Los An- 
geles distributors Kahn & Steinberg. Doing about 
60,000 gal./mo. each under the “Major” flag, the 
units are in Pasa, Monro, La Puente, Gardena, 
Torrance (3), Bellflower, Norwalk, Buena Park and 
Stanton, Calif. 

e Purchased 12 Kahn & Steinberg stations in 
Tucson, Ariz., and four in Nevada. 

e Inspected the Hawaii market with a view to 
setting up or acquiring facilities there. 











Brand Image Problems?—As Jersey Standard goes 
national (see above), some marketers foresee public 
confusion over its brand image. New ad series in 
national magazines (Life, Saturday Evening Post, New 
Yorker, Look, Sports Illustrated, Reader’s Digest) fea- 
tures Uniflo motor oil, shows Esso trade mark and 
Humble company name on can, with line, “Now at 
Happy Motoring service stations across the U.S.A.” 
Tagline identifies Humble as “Largest Supplier of Petro- 
leum Energy to the Nation,” while “E” in “Energy” 
resembles “E” in “Esso.” Energy will reportedly be 
tied in with new Humble brand name, Enco (see NPN 
—May p75). 
* 


Another Major Goes Methyl—Mobil Oil Co. is the 
second major—Standard of California was the first 
(see page 14)—to market a gasoline that contains tetra- 
methyl (TML) (see also NPN—Feb. p85) instead of 
tetraethyl-lead as the anti-knock additive. Mobil is 
using TML in its premium-grade gasoline only, and so 
far is confining the market for its new product to service 
staiions in Syracuse, N. Y. How soon its TML gasoline 
moves elsewhere is something Mobil isn’t talking about. 
* 


New Market Looming for LP-G—lIf certain design 
problems are licked, LP-gas (propane) will find a new 
market in powering diesel locomotives, says Southwest 
Research Institute. SWI, in doing research work for 
Southern Pacific Co., says natural gasoline as a fuel is 
too expensive and that LP-G in a vapor state isn’t 
powerful enough. So it is using LP-G in liquid state 
(under 200 psi pressure) and igniting it with a pilot 
charge of diesel fuel. Reason for this research on 
LP-G: LP-G costs about 50% less than diesel fuel. 


6 
More Ahead of the News 


101 








uae st 


Coast Oil Switches Suppliers—Coast Oil Co., San 
Jose, Calif., will be supplied by Standard of Calif. be- 
ginning July 1. Coast had been with Signal Oil and Gas 
for 10 years. Coast’s president, Herbert F. Richards, 
reports he will be associated with Aubrey Coldiron, 
Stan Long, and Gayno Eddleman, private-branders. 
Together Coast will have 23 controlled stations and 
10 uncontrolled. Richards says Coast is starting its 
own merchandising plan and credit-card company. He 
says the Standard connection offers Coast a larger ter- 
ritory, and the company is expanding in the San Fran- 
cisco area and Northern California. 

Dethi-Taylor Moves North—Delhi-Taylor Oil Co. is 
moving gasoline and heating oil into upstate New York 
for unbranded distribution. Robert Berry, D-T general 
sales manager, told stockholders the company hopes 
to be operating in Syracuse, Rochester, and Utica areas 
by October or November. It plans to bring product 
into upper New York on the Buckeye Pipe Line from 
the New York Harbor area, where D-T is now looking 
for waterfront storage. Terminals will either be com- 
pany-owned or leased, Berry says. 


Eastern Toehold for Phillips—Phillips Petroleum Co. 
’ may shortly sign up a Mercer County, Pa., jobber as 
its first marketing representative in the Northeast. 


Paragon in Maine—Paragon Oil Co. of Long Island 
City, N. Y., will move into Maine with a 5-million-gal.- 
plus terminal in Portland. Paragon, now part of Texaco 
Inc., has set up a sales office in Portland, and will act 
as wholesale jobber on Texaco-brand heating oils. 


Ashland Busy in the East—Ashland Oil and Refining 
Co. representatives are reported to be calling on job- 
bers in the Philadelphia~Camden area and in Wilming- 
ton, Del. “They tell us they’re just looking things over,” 
says a jobber, “and that they have nothing to sell. But 
that’s the old stall.” : 


Utah Invasion—A Salt Lake City marketer expects at 
least three big companies to invade his state in the near 
future: Humble, El Paso Natural Gas, and Shell. Even 
sooner, Utah Oil Refining Co. is expected to hoist the 
“Amoco” brand, used by other Indiana Standard sub- 
sidiaries in the East and South. 


Conoco Diversifying—Look for Continental Oil to 
continue broadening its foreign operations and to move 
into new petroleum-related fields. President L. F. Mc- 
Collum says the foundations are being laid. 
w 

Ohio Oil Expansion—Ohio Oil Co.’s capital expendi- 
tures in 1960 will total about $65-million, as the com- 
pany steps up expansion. Plans call for addition of 100 
new station sites and construction of 70 new outlets. 
(For more on expansion in Ohio, see page 114.) 
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Breitweiser Heads DX—Marketers are hailing Stan- — 
ley D. Breitweiser’s selection to the presidency of DX ~ 
Sunray Oil Co. as another boost for marketing’s pres- — 
tige. Breitweiser, formerly executive vice president, ~ 
succeeds R. W. McDowell, who becomes chairman of — 


the parent Sunray Mid-Continent Oil Co. 
* 


New Products Line—Continental Oil Co. will head ~ 
a group of companies planning a $1.7-million products — 


line from Helena to Great Falls, Mont., this summer, 
The new facility will supply products to customers in 
northern Montana. 


Heating Oil Trends—All heating oil distributors will J 


be required to give free service “sooner or later”, re- 
searcher-manufacturer Cal McCracken told the NOJC, 
Other trends he predicted are: outdoor installations 
and centralization of oil tanks in a block of homes, 
Eventually, too, all equipment will be serviced by the 
heating-oil dealers, not heating contractors, says 
McCracken. 


What's Next for Burner Research?—American Pe- 
troleum Institute’s marketing division has approved a — 


$500,000 fund for 16 specific burner-research projects. 


Now the proposal (1) goes to the API budget commit- 
ted by July 1, (2) will be discussed at the September @ 


API board meeting, and (3) will come up for a final 


vote at the general API meeting in Chicago in Novem- 4 


ber. If approved all along the line, the research pro- 


gram will be included in API’s 1961 budget. These 


steps will have to be repeated to get money for 32 
other research projects that remain to be tackled in 
successive years. 


New Texaco Sales Chief—John W. Green will be § 
Texaco Inc’s vice president in charge of domestic sales, @ 


moving up from assistant general sales manager. Green 


succeeds I. G. Morgan, who goes to Los Angeles as @ 


vice president. 
ow 


New Cans Coming?—U. S. Steel, bidding to improve 
its competitive position against aluminum and other § 


lighter products, is testing a new process that makes 


tin plate about half as thick as anything now used in 


can making. The company says its new product has 


additional strength and rigidity, and that research indi- — 


cates that quart-size oil cans are a potential use. 
s 


Unitized Chassis Threat: Holding Off?—lIt’s prob- | 
able that most standard-size cars will use the separate 7 


chassis frame for the foreseeable future, says L. B. 


Smith, president of A. O. Smith Corp. He says the § 
company’s passenger-automobile frame business will § 
remain sound for the next five or six years at least, also § 
forecasts a 35% increase in truck frame business this # 


year. 


NATIONAL PETROLEUM NEWS ° June, 1960 






Jur 





we = ae 


_— sv we FF 





| Trends to Watch 


Supply situation may actually improve a bit this year. You could sniff some 
optimism at last month’s midyear marketing meetings (page 111). 

e@ Outlook for distillate oils is pretty good, after a surprisingly fast finish last 
winter. 

@ On gasoline, there are healthy indications. At least one fair-sized major claims 
to be in balance after cutting refinery runs. It lost its unbranded business, but feels 
this will make for a more solid position. At the industry level, more “realistic” 
thinking seems to be gaining prevalence. You heard it stressed in talks to API’s 
marketing division by Jersey’s M. J. Rathbone and Gulf’s C. J. Guzzo. 

Both men urged marketers to practice responsibility and realism. Because both 
are top-echelon industry executives, not strictly marketers, their views carry. They 
can talk up marketplace problems to top management. This is important, because, 
as one marketer puts it, “behind every unrealistic sales forecast lurks a manage- 
ment that’s gearing output to wishful thinking, instead of reasonable demand.” 


—NPN— 


Market growth continues strong, but you don’t hear talk of large-scale expansion, 
as you did two or three years ago. Now the emphasis is on renovation, on upgrad- 
ing existing facilities. 

Eventually, says one major marketing manager, there'll be no small stations— 
only large ones, salary-operated by jobbers or majors. As for private-branders, 
their number has grown to a point where per-station potential may be decreasing. 
While 75,000-100,000 gal./mo. used to be good private-brand gallonage, many 
are doing under 50,000 today. Question: Have some of the private-branders 
begun to overbuild? 


—NPN— 


Top marketing brass shows a new awareness of heating oil as a problem area. The 
same problems were present, say, five years ago—but didn’t get the attention of 
marketing vice presidents. At API marketing division’s general session, a request 
for half a million dollars to spend in one year went through unanimously. That’s 
evidence of a thorough job of preselling top marketing people on heating oil’s 
needs. 


~—NPN— 


Marketers are watching API’s lubrication committee to sce if its efforts get off the 
ground. So far, results have been measured in terms of publicity about oil changes, 
not in sales. Preliminary returns from NPN’s latest motor oil ratio survey (next 
month’s issue) indicate there’s still a long row to hoe. 
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: Your Personal Business 


Whether you’re looking for a lively good time or simply a few days of rest you’d 
do well to consider the Virgin Islands or Barbados for a late summer vacation. 
Oil men who have grown tired of last year’s “in” places are beginning to discover 
the advantages of these islands in the southern Caribbean where you can lie on 
a shady veranda with a frosty glass in your hand or pit your skill against a big 
game fish on the end of a taut line. 

Planning it for the summer also has its economic advantages. Despite the in- 
creasing flow of visitors during the summer months, June, July, and August still 
offer bargains over the seasonal prices. 

Weather is good at both places during June, July, and August. The Virgin 
Islands boast an average temperature of 80.1. Barbados reports average tempera- 
tures about the same. After August, rain is a hazard in both places. 

is easy, fast, and cheap. From New York to The Virgin Islands 
via Puerto Rico, the roundtrip plane fare runs about $99. A popular second route 
is Chicago to Miami to the islands. Roundtrip fare to Barbados is about $141 
tourist class. 

For the wornout oil man who just wants to take it easy, both vacation spots 
abound in beach cottages, most with maid service. Barbados offers a double with 
bath at prices ranging from $5 to $19. In the Virgin Islands, you can stay at a 
hotel for $3.50 to $20 daily, or rent a two-bedroom beach cottage with maid 
service for up to $130 weekly. 

Either spot is a natural for the sports fisherman. Underwater quarry include 
blue, white, and sailfin marlin; Allison and blackfin tuna; bonito; dolphin; and 
tarpon. For the snorkel or scuba enthusiasts, red snapper and spanish mackerel 
are a shallow-water target. 

You have a wide range of boats to choose from if you decide to play Captain 
Bligh. In the Barbados you can rent the 62-ft. schooner Ecstacy (five berths) for 
$120 weekly. Or the Virgin Islands offer the visitor a choice of a 70-ft. motor 
sailer, the Lady Royal, at $75 a day (six berths) or an oar-propelled dingy. 

Shopping is a major attraction at both places. The Virgin Islands offer such 
duty-free bargains as Ballantine Scotch at $2.5C a fifth, Arpege perfume at $10 
an ounce, or less than half the mainland price, plus Swiss watches, Danish silver- 
ware, and other eye-catchers. In British-owned Barbados, you can pick up a 
tailored British woolen suit at $60 or save money on watches, liquor, or perfume. 

An added attraction for oil men is the proximity of Barbados to the Venezuelan 
oil fields. Many men on orientation trips to the fields have made a point of 
scheduling tie-in vacations at the island. 





—NPR-- 


Reading: In “The Men from the Boys,” (Harper, $3.95), Fortune 
editor Perrin Stryker combines imagination and experience to outline the differ- 
ence between a top-notch executive and a competent one. Imaginary memos, 
letters, and dialogue are aimed at helping the reader determine what may be the 
best way to recognize the traits of a better-than-average exec. Stryker banks on 
individual traits such as initiative, dependability, and integrity. He is not an 
advocate of the school which relies on the scores of aptitude and proficiency 
tests. . .. 

A new publication from the W. E. Upjohn Institute for Employment Research 
is “Equity and Loan Capital for New and Expanding Small Business” (no 
charge). The 103-page booklet tackles the problem of how the small business can 
get money to grow on... . 

James Altieri has turned out a vivid personal history in “The Spearheaders,” 
(Bobbs-Merrill, $5). It’s the true story of Darby’s Rangers, the American com- 
mando unit that spearheaded the Normandy Invasion in 1944. 
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WHEN YOU SELL SUN QUALITY PRODUCTS, 


SALES TO 


An increasing share of the lubricant 
profits from the busy, bustling, local 
fleet market .. . taxis, laundries, 
dairies, and the like...can go to 
the independent oil marketer. 

You can get all the help you need 
from Sun... to sell your story and 
set up your service facilities. 

Let Sun help you build and main- 
tain your reputation as a supplier of 
top-quality products. Sun has a line 
of petroleum products broad enough 


LOCAL FLEETS COME EASIER 


to satisfy every customer’s needs. 
You can sell a Sun product under 
your own brand name anywhere. In 
many areas you can get a distribu- 
torship for Sunoco fuel oils and 
other branded Sun products. Insome 
areas distributorships for Blue Sun- 
oco gasolines are still available. 
Write to Sun Ort Company, 0000, 
1608 Walnut Street, Phila. 3, Pa. 
In Canada: Sun Oil Company 
Limited, Torontoand Montreal. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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SPOT ANY IGNITION TROUBLE 
INS TO 5 MINUTES 














MODEL 357 hina 





DWELL TACH teh, ieale), | 


NO CALCULATIONS NEEDED—direct reading from color-coded dials 
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INSTRUMENTS 
FOR IGNITION SYSTEM TESTING 


Anytime you have access to a customer’s car . . . for lubrication, oil change, washing, minor 
repairs ... you can boost your profits by running a Quick-Check on the ignition system. 


In just 3 to 5 minutes, you will check: 

e Points condition « Ignition output Coil, secondary wiring, 

e Engine idle speed e Ignition reserve distributor cap and rotor, 
¢ Dwell (points spacing) spark plugs and timing 


Just a glance at the Vista-View dials on the Dwell-Tach and the Ignition Tester tells the story. 
The procedure is so simple that your customer can immediately see whether a tune-up is needed 
or not. It’s a source of many extra tune-up jobs and parts sales for you, plus a tremendous 
good will booster. 


Light weight, portable Quick-Check instruments 
are precision engineered, yet you will be pleased at 
their modest cost. 


LINCOLN ENGINEERING COMPANY 


4010 Goodfellow Bivd., St. Louis 20, Mo. 

Please send me a copy of your Lincoln Quick-Check instru- 
. , ments Bulletin 301. 

Send coupon for Bulletin 301 and contact your Lincoln wholesaler) 

Company 

Address 


| 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 
i 


City = __ Zone__ State___ 
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IT’S TIME YOU, T00, GOT YOUR SHARE 
OF A BILLION DOLLAR BUSINESS 


You can start right now! 
The opportunity for a profitable business in Sinclair’s 36-state marketing territory is just waiting for 
an alert businessman to step in. 


As soon as you do, you can call on Sinclair to help you with problems of finance and administration, 
bulk plant operation, and service station development. You’ll get a complete sales training program 
for your dealers and a program for your salesmen to help them build extra fuel oil, industrial and 
farm gallonage. 

Start getting your share of a billion dollar business. For the whole story, write, Manager of Distribu- 
tor Sales, Sinclair Refining Company, 600 Fifth Avenue, New York 20, N. Y. 


Sinclair 
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‘One Roof’ in 


Editorial 





HE OIL INDUSTRY’s potentially great pro- 
gram for fighting competitive heating fuels is 
in trouble unless it gets a big lift. 

Successful exploitation of the program depends 
on the effective merger of three key heating-oil 
groups into one strong national trade association 
under a dynamic leader. This national association 
would provide one roof for these three groups: the 
API research project, the National Fuel Oil Coun- 
cil and the Oil-Heat Institute of America. 

Nevertheless, many supporters of the “one-roof” 
organization are seriously concerned over two cen- 
siderations not readily apparent to most people but 
which are becoming increasingly important factors. 

e@ One of them is delay. Despite the ostensible 
organizing activity, the timetable is off. 

This untoward delay could be a deterrent, say 
ardent supporters, because the drive for one organi- 
zation is losing momentum. Some even fecl it has 
lost its momentum, considering that it was rolling 
along swiftly last autumn. To be effective, the ef- 
fort must achieve its objective while interest is lively 
and enthusiasm is fresh. Otherwise, it may be left 
to wither and die. 

e@ The other big consideration is strong leader- 
ship. Some “one-roof” advocates feel too little 
thought is being given to the qualifications of the 
president, or whatever the top position is desig- 
nated. It is not enough that one over-all organiza- 
tion be established, with anyone as president. 


It is essential that a strong, able person be se- 
lected to head the “one-roof” organization. The 
concern of some supporters is that the top spot may 
go to a secondary figure because, in the backwash of 
relief over cessation of the merger struggle, positions 
may be filled hastily just to get the matter out of 
the way. Prospects may not be judged so carefully 
as they would, had the strain of forming the new 
organization been less severe. 

The man should meet these qualifications, at least: 

Leadership—He will bring with him a record of 
proven leadership in a significant field or under- 
taking. 

Prestige—In distinguishing himself, the head man 
will have become an outstanding figure whose prom- 
inence will enhance the stature of the fuel-oil or- 
ganization. 

Administrative Ability—Because of the ramifica- 
tions of the new organization, the president should 
also be an able administrator. 

Imagination —- To recover heating oil’s pre- 
eminent position, it will be necessary to mount a 
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program rich in imaginative ideas, bold concepts; a 
program with a fresh approach. 

Personality—The leader should be gifted in per- 
sonal diplomacy because he will be drawn into many 
delicate situations in which he must compose differ- 
ences without arousing antagonism. 

Vigor—The job will be brutal until the program 
is well established. So the president must possess 
extraordinary drive and endurance to push through 
the inevitable difficulties. 

Several names have been mentioned in corridor 
conversation—men in the heating-oil business, ma- 
jor-oil-company men who are active, some retired, 
and some approaching retirement. Some names out- 
side the oil industry have also been mentioned. It 
is important that great care be taken in selecting a 
top-notch leader. With anything less, the “one-roof” 
plan would be a failure from the start. 

To overcome the points of concern and at the 
same time give this project a lift, two things should 
be done: 

e The merger drive must regain its momentum 
so it can move swiftly toward consummation. This 
will require live support from all heating-oil seg- 
ments and key heating-oil figures, and the active 
interest of top management. 

e Responsible industry men should be discus- 
sing and reviewing prospective candidates for po- 
sitions in the new organization, especially for the 
No. 1 spot, with the object of obtaining first-rate 
talent and first-rate leadership. 
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JUNE, 1960 


Where the Candidates Stand on Oil 


With the nominating conventions coming up next month, here’s how each 


candidate stands on the issues that affect you as an oil marketer: 


KENNEDY (D) 

On Senate voting record, FAVORS cutting depletion, 
extending minimum wage. OPPOSES mandatory im- 
ports, higher motor-fuel tax, easing gas controls 





SYMINGTON (D) 
On Senate voting record, FAVORS cutting depletion, 
easing import curbs, extending minimum wage, 
OPPOSES higher-fuel tax, easing gas controls 





STEVENSON (D) 

Probably FAVORS cutting depletion, easing import 
curbs, extending minimum wage. Probably OPPOSES 
higher motor-fuel tax, easing gas controls 





JOHNSON (D) 
On Senate record, FAVORS tighter import curbs, eas- 
ing gas controls, extending minimum wage. OPPOSES 
cutting depletion, higher motor-fuel tax 





ROCKEFELLER (R) 

Probably FAVORS cutting depletion, easing import 
curbs, extending minimum wage. Probably OPPOSES 
easing gas controls 





NIXON (R) 
On his record, FAVORS get-tough-with-big-business 
antritrust policy, easing gas controls, extending min- 
imum wage. OPPOSES cutting depletion 
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HE NEXT President of the United States will 
{ig a key role in the future of at least four ma- 
jor issues affecting oil marketers—depletion, oil 
import restrictions, natural-gas regulation and fed- 
eral gasoline taxes. He will figure significantly in 
others, too. 

Where do the 1960 Presidential hopefuls stand 
on issues vital to oil marketing? Behind which 
power blocs would each candidate throw the in- 
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fluence of the White House? In case Congress 
passed certain legislation, would the next President 
sign or veto it? 

With the national political conventions coming 
up next month, a handful of candidates stand out. 
Here’s a rundown on the front-runners: 

Depletion—Vice president Nixon and Sen. John- 
son (D., Tex.) are on record as opposed to any 
reduction. But Sens. Kennedy (D., Mass.) and 
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Where the Candidates Stand on Oil Issues 


(Begins on page 109) 
Symington (D., Mo.) have voted for a slash. 

Adlai Stevenson and Gov. Rockefeller, con- 
sidered “moderate liberals” in the same category 
as Kennedy and Symington, probably would sign 
a bill reducing the depletion rate. Remember that 
Rockefeller, despite his family’s history in oil, 
boosted New York state’s gasoline taxes. 

On depletion, keep in mind that the President 
probably won’t be faced with a clear-cut choice. 
Broad economic and political considerations will 
fuzz it up. 

In the House, for example, the tax-writing ways 
and means committee is studying depletion as only 
one small part of the huge federal income-tax 
structure. The study is aimed at a major overhaul 
of federal tax policies. 

So the next President is likely to get from Con- 
gress a sweeping tax-reform measure. If it has 
political sex appeal with the voters, then the Presi- 
dent is almost sure to sign it. Even Nixon and 
Johnson, most likely, wouldn’t veto it solely be- 
cause it carried an antidepletion provision. 

Oil Import Restrictions—Pretty sure to continue 
for at least several years no matter who sits in the 
White House. The “liberal” candidates, particular- 
ly Kennedy and Rockefeller, would be inclined to 
ease the curbs. : 

Kennedy joined other New England Congress- 
men in protesting the imposition of the mandatory 
program, especially the curbs on residual fuel oil 
imports. 

Rockefeller, because of his background in inter- 
national oil and because of his Venezuelan ties, 
might take a liberalizing tack too. 

Johnson, on the other hand, played a key role 
in establishing the program to protect the domestic 
producer, and he would lean toward tighter re- 
strictions. 

Natural-Gas Regulations—Would perhaps be 
eased if Johnson were in the White House. He 
wouldn’t touch the gas bill this year because it’s a 
political handicap to him in the presidential race. 
As a Senator he pressed for gas-bill action, but as 
President he wouldn’t have to answer solely to 
the oil country for his behavior. 

But Johnson—and Nixon too—probably would 


sign a gas bill if Congress delivered one at the 
White House door. 


All the others, barring abnormal circumstances, 
would oppose and veto any softening of the federal 
controls. 


Higher Motor-Fuel Taxes—Would be avoided, 
if possible, by the new President, whoever he is. 
All candidates have indicated—with the possible 
exception of Rockefeller—that they’re inclined to 
accept the “go now, pay later” philosophy in fi- 
nancing most federal programs. 


Moreover, Congress will take a hard look next 
year at the interstate highway program, supported 
mainly by gasoline taxes, to try to find a financing 
formula that won’t include another boost in taxes. 
The new President probably will endorse whatever 
Congress decides. 


Minimum-Wage Extension—This is favored by 
all candidates. Nixon doesn’t want to go as far 
as Kennedy, who is pushing the big Democratic 
bill, but it’s a difference that apparently means 
little to the oil industry. 


Inclusion of independent service-station opera- 
tors and more oil jobbers isn’t likely, although pre- 
sent drafts of legislation are widely interpreted as 
covering them. The bills are headed for a rewrite 
job, however. 


Antitrust Policies—Will continue to be tough, 
no matter who is elected. And a Republican admin- 
istration would be as tough as a Democratic ad- 
ministration. Nixon is the good friend—if not the 
real boss—of the present attorney general. And 
Nixon is determined to demonstrate he’s no tool of 
so-called big business, which his more-vehement 
critics have charged. 


National Fuels Policy—This is pretty much out 
of the next President’s hands. If Congress votes to 
set up a special committee to hammer out a policy, 
the Congressional study will run about two years. 
Then the recommendations would need House and 
Senate approval before going to the President to 
be implemented. 


If the fuels policy went so far as to make coal’s 
markets off limits for oil and gas, it’s doubtful that 
any of the present Presidential candidates would 
approve it. 
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New Approaches 


At NOJC and API, marketers 
try fresh attacks on problems 


TO GET RESULTS, marketers need to revise their 
thinking on a lot of industry problems. That’s the 
spirit of last month’s midyear marketing meetings 
in Washington and Cleveland. Highlights: 


National Oil Jobbers Council 

Reflecting a change in temper from last November, 
NOIJC has called off for now further efforts to get 
suppliers to provide information on their refinery 
runs and marketing profits. Efforts thus far had 
been mostly unsuccessful. The effect was to suspend 
NOJC’s threats to seek governmental help if sup- 
pliers didn’t cooperate. 

In other significant moves, NOJC: 

e Urged suppliers to let their jobbers buy distress 
products at a price that would allow them to com- 
pete for commercial accounts. 

e Reaffirmed opposition to a federal fair trade 
bill. This, in effect, backed up NOJC president 
E. K. Bennett and general counsel Otis H. Ellis, 
who opened the meeting with an outspoken attack 
on Atlantic Refining Co. marketing vice president 
Dwight T. Colley. Bennett and Ellis accused Colley 
of breaking faith with jobbers in his efforts on be- 
half of the fair trade bill. 

It was felt by some that NOJC erred in rapping 
Colley, long a strong friend of the jobber. 

NOJC, with an attendance of about 300, threw 
a party for members’ congressmen and drew a good 
turnout. American Oil picked up the tab for job- 
bers. For the first time, the meeting format was ex- 
tended to include workshop sessions. 


American Petroleum Institute 

Profit, not volume, was urged as today’s key mar- 
keting criterion by industry leaders at the API. 
Marketing chairman C. J. Guzzo, Gulf Oil, sum- 
med up the idea in a brief address: “The marketing 
of petroleum products is undoubtedly passing 
through its most trying period in its 101 years. 
Take your stand on one side of the street or the 
other . . . have the courage to insist on merchandis- 
ing your goods and services at a profit. Somehow 
a good many marketers today have clean lost sight 
of profit and substituted what I can only call a 
muttonheaded devotion to volume. Nothing could 
be more destructive to marketing progress.” 

Jersey Standard’s M. J. Rathbone, API chair- 
man, made the same point. Calling marketing the 
industry’s “fair-haired boy,” he urged “realistic 
practices and policies” and a greater effort to find 
new sources of oil-product demand. 

In general session, the marketing division rec- 
ommended a $500,000 appropriation for a large- 
scale fuel-oil research program. It also approved 
$55,000 for oil-change promotions. 

About 850 marketers attended. 
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Remember This 
New Station? 


PENED last February amid much fan- 

fare, it was the “gateway” to a $70- 

million commercial development in Dallas 
(NPN—Mar. p28). 

Windsor Products, Inc., the developers, 
built it, at a cost “about 75% over that of 
a conventional station.” Humble Oil sup- 
plied personnel and products. Gallonage 
potential was put at 100,000 a month. On 
opening day, the station pumped 15,400 
gal. 

You couldn’t miss its big feature: the 
hyperbolic-paraboloid (or inverted-um- 
brella) canopy. An eye-catcher, it was also 
designed to be functional, eliminating 
columns or clearances within service areas. 
This canopy didn’t need supports in the 
conventional places. 

But in May, the unexpected happened 
(see next page). 











THE HYPERBOLIC-PARABOLOID roof of the 
Southwest’s most unusual station (see previous 
page) collapsed May 9 with “a crack, a ping and a 
pop,” in the words of bystanders. The station was 
Windsor Properties Inc.’s $90,000 “gateway” to its 
$70-million industrial development in Dallas. Wind- 
sor will have the station rebuilt, probably using 
the same type of roof. 

The first quarter of the roof fell about 7 p.m., 
when only station personnel and one car were in 
the building. The car was nicked and scratched by 
flying glass, but the men escaped unhurt. 

Two attendants scurried out as the roof started 
giving away. Half an hour later, another section 
went. Between the first and second failures came 
the “cracking, pinging and popping.” A Dallas 
police officer said it was “like watching a big con- 
crete flower wilt, a petal at a time.” 

There was no fire, although one section barely 
missed hitting a pump island. Humble Oil, which 





‘A Crack, a Ping and a Pop’ 





supplied the station, had all pumps removed and 
lines to underground storage capped. Power to the 
station was shut off immediately. 

Cause of the collapse was undetermined at first. 
But some sources speculated as follows: 

When the station was built last winter, high 
winds and rough weather hit Dallas after concrete 
was poured for the “inverted umbrella” roof. This 
may have caused some shifting of stress, if the 
building was buffeted by winds while the concrete 
was still in an uncured state. More recently, high- 
way constructors were drilling for pile foundations 
on a new expressway passing the station. There 
is speculation that the drillers hit bedrock forma- 
tion, setting up underground vibrations that eventu- 
ally affected the station’s roof. 

But the contractor who built the station, and the 
engineer who helped design it, said speculation was 
premature—that detailed studies would be needed 
to find out why the roof fell in. 
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Esso Manager Plan 


A commission plan with twists, 
its aim is to upgrade stations 


ESSO Standard has for the first time given out 
details of its service-station manager plan, new to 
many oil marketers. The plan was described by 
Robert H. Scholl, executive vice president, at the 
TBA hearings in Washington (see page 151). 

Here are highlights of Scholl’s report: 

As of April 1, 1960, there were 309 commission 
and manager stations, compared with 24,000 inde- 
pendent lessee and contract dealerships. 

The manager plan is basically a commission plan, 
but with some differences. 

While commission agents generally get just gaso- 
line and motor oil on consignment, the manager 
gets TBA on consignment, too. 

The manager reports his profit-and-loss results 
and his payroll records to Esso monthly. Esso 
collects the amounts required for income-tax with- 
holding both for the manager based upon his net 
earnings and from the manager’s employes based 
on their wages. Esso then pays the government. 

Besides commissions, agents keep all income 
from lubrication work, tuneup work, and other 
repairs, and on sales of any nonconsigned prod- 
ucts they buy and sell for their own accounts. 

The rate of commission is designed “to earn net 
income comparable to that which a dealer could 
be expected to earn at the same station after taking 
into account all the differences in the two opera- 
tions (including the fact that the dealer has a greater 
financial personal risk than the manager). 

“It is practically impossible to determine how 
closely we have come to this goal. But the results 
so far indicate that a competent manager can make 
a good income.” 

The manager doesn’t have many of a dealer’s 
expenses. His investment is less, heat and light are 
paid by Esso, liability insurance is provided by 
Esso, occupancy charges are computed on a form- 
ula that differs from dealer rentals. 

Manager stations are designed to improve Esso’s 
brand image. “These stations have gone far into the 
lead in public acceptance for cleanliness and serv- 
ice.” Here’s how a 1959 shopper survey rated the 
qualities of manager-plan stations vs. other Esso 
stations: 


Manager- Other 

Plan Esso 
Stations Stations 

Sales exterior 85.9 66.4 
Building exterior 88.5 67.9 
Salesroom 84.0 64.8 
Luberoom 83.5 65.2 
Restroom 81.5 63.9 
Physical rating 85.0 65.8 
Attendant’s impression 83.0 66.7 
Service impression 77.0 65.0 
Services performed 66.7 53.7 
Personnel rating 77.3 65.3 
Index of Quality 80.4 65.5 


NATIONAL PETROLEUM NEWS 





NPN's 
Hall of 
Fame 


NEXT MONTH, NPN editors will begin 
sifting through names of candidates for NPN’s 
Oil Hall of Fame—created a year ago in 
honor of oil’s centennial. Twenty-four charter 
members were elected at that time (NPN— 
Aug. ’59, p137). Two more will be added this 
year, and every year in the future. 

Your nominations are welcome. Candidates 
need not be marketers, but must have influ- 
enced the course of marketing significantly. 
Nominations close June 30; results will’ be 
announced in the August NPN. 
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It Hurts, But... 


Ending allowances was worth it 
despite losses, Republic feels 


REPUBLIC OIL Refining Co. has lost 20% of its 
business since it dropped voluntary allowances two 
months ago (Mar. 29). But the company is still 
convinced it’s on the right road to market stability. 

Says Republic’s straight-talking North and South 
Carolina division manager, S. D. Richards: “Sure, 
we've lost around 26-million gal. in annual sales, 
but we're not ready to back down. Marketing in 
North Carolina for the past 10 years has been a 
tremendous poker game, with the suppliers putting 
up all the money. 

“We may be selling less gasoline now, but at 
least we’re making a small profit on the gallonage 
we do have.” 

At the time Richards was talking, the whole state 
of North Carolina had gone two weeks without a 
single TVA (temporary voluntary allowance) con- 
dition—the longest such period in many years. 
Richards says, “I think this two weeks of peace is 
due primarily to Republic’s new policy on TVA. 
It doesn’t look like any other supplier is going to 
take the big step we took in completely withdraw- 
ing all TVA. But the suppliers are now turning their 
backs on the few stations that insist on posting a 
cut price. If the suppliers can keep that policy, the 
few stations that are causing all the trouble will 
sooner or later have to post the full price or get 
out of the oil business.” 

The 26-million gal. a year that Republic lost was 
from two accounts—brothers Rus (24-million gal.) 
and Charles (2-million gal.) Helderman, who run 
private-brand companies near Charlotte. 
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Market Scrap Brewing in Ohio 


Humble, Phillips and a few tough independents are out to grab a share 
of the nation’s fifth largest gasoline market. Outlook: some bloodshed 


OHIO MARKETERS expect brisk action in com- 
ing months as Humble (Del.)’s new Ohio division 
wades into the state. This invasion of Standard 
Oil of Ohio territory by a Standard Oil (N. J.) sub- 
sidiary opens a new chapter in the Battle of the 
Standards—and promises to start a lot of shooting 
in other quarters too. 

Humble’s entry into Ohio focuses attention on a 
rough struggle for volume in the nation’s fifth lar- 


gest gasoline market (after California with 5.9-bil- 
lion gal. a year, Texas with 4.5-billion, New York 
with 4.1-billion and Pennsylvania with 3,257-bil- 
lion). Ohio’s total last year was 3,251-billion gal. 


Present Picture—Standard of Ohio dominates 
the market, as it has historically, with 30% of the 
gasoline volume dispensed through 20% of the 
stations. So far, there’s no visible threat to Sohio’s 
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powerful position. Even so, Sohio marketers oc- 
casionally give the impression they are running 
scared so they won’t lose any position. 

Certainly Sohio is hustling to keep everything it 
has. Its merchandising program is vigorous. Its op- 
erational and maintenance program is on an impres- 
sive scale. This year’s building program includes a 
provision for a significant amount of modernization. 
Its new station building continues at a normal rate, 
estimated by outsiders at about 65 stations a year. 

Behind Sohio are four majors, each with a siza- 
ble chunk of business: Gulf, Pure, Shell and Sun. 
The other majors lag somewhat behind. 

New Forces—The arrival of Humble is just 
another new factor in a series of factors—some 
new and some old, but each different. About two 
years ago, Phillips “invaded” Ohio, moving gin- 
gerly into the western and southern sectors. So far, 
Phillips hasn’t made a big splash, but its presence 
has been significant because it’s aggressive. One 
strong point is Dayton, where Phillips markets 
through the Davis brothers, very successful jobbers. 
The company has had some setbacks, but it per- 
sistently slogs along. One new, long-range aim: 
100 stations in the Cincinnati area. 

Other big marketers on the move include Ohio 
Oil, native of Findlay, which is pushing east. Ash- 
land is moving west. Atlantic has confined its op- 
erations to eastern Ohio for years, but is reported 
moving afield. 

Even counting newcomers Humble and Phillips, 
the biggest aggregate factor is the private-brand 
movement. Ohio is loaded with private-branders—a 
free-wheeling, free-swinging bunch of entrepre- 
neurs scratching for another cupful of volume. 

The four biggest private-branders include three 
old-timers and a relative newcomer. The long-time 
private branders are Bonded, Springfield; Redhead, 
Wooster, and Tresler, Cincinnati. More recent is 
Gastown of Cleveland. 

Another newcomer causing a few gasps is Hi-Fy, 
which started out in Cleveland a year or so ago 
and is now extending its outlets in several direc- 
tions, including a brand new one in Columbus. Two 
Miami marketers are reportedly the guiding hands 
for Hi-Fy, which gets supply from Ashland. Being 
dead earnest about Ohio, Hi-Fy reportedly has 
plans for over 20 more stations in Cleveland. 


As an example of how crowded private-branders 
can get in a market, take Columbus, the state capi- 
tal. Among the chains represented are: Bonded and 
Redhead; Certified and Sun Flash, both headquar- 
tered there; FAME (an Armour outlet with dis- 
count setup), Hudson, Hi-Fy, Kocolene, Pay-less, 
Spur and Star. Bi-Lo is said to be preparing to 
visit Columbus. 

Unofficially, Sohio as market leader and private- 
branders as a segment are estimated to account for 
more than half the state’s gasoline volume. 

Eyes on Humble—Current speculation centers 
around Humble, which will soon display the family 
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Will This Be the Humble (Ohio) Look? 


» What the new Humble division’s stations will look like 
is anybody’s guess. But local marketers won’t be surprised 
to see some progressive features now being tried at Esso 
stations elsewhere in the East: 


> ‘Mailbox’ pumps, in- 
troduced by Standard 
of Ohio, now in use at 
many of Esso Stand- 
ard’s newest service 
stations. 


®Raked canopies, in 
distinctive | V-shape, 
now being erected at 
new Esso stations in 
extremes - of - climate 
areas. 


Vending areas, like 
this prefab unit being 
tested at high-traffic 
stations in North Car- 
olina (NPN — May 
p132). 


Fast service, high 
volume, as in experi- 
mental private-brand- 
style outlet in Bayway, 
N.J. (NPN—Dec. 59, 
p1ig). 





oval with the new brand name “Enco” and the 
familiar slogan, “Happy Motoring”. With head- 
quarters in the Bryson Building—an office building 
with many doctors in eastern Columbus, at Parsons 
and Bryden Rd, a mile from downtown—Humble 
representatives have been looking and talking since 
the end of April when they began moving into 
Ohio. Competitors have been watching them like a 
house detective; and the reports and rumors would 
keep a bar open all night. 

Asked when Humble will start marketing, an 
official replies laconically, “As soon as we can find 
a place to put up a pump, I hope.” The company 
has sites, will build stations. It will market direct, 
using jobbers only on fuel oil. 

Price Situation—-The intense competition exerts 
a stiff influence over prices, and some markets that 
enjoyed comparative tranquility have been dis- 
turbed by price flurries. Traditionally, Ohio has 
been one of the most stable markets in the U.S. 
because of the weight of Sohio’s position. Since it’s 
not a trigger-happy company, Sohio ordinarily re- 
mains aloof from price squabbles. When it feels ac- 
tion is the answer, Sohio can mix with anyone and 
will; but that’s usually a last recourse. 

Competition has brought about varying differen- 
tials betwen majors and private-brands. A 3¢ 
spread is not unusual, and the customary 2¢ spread 
is not necessarily uniform. The pressure forced 
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(Begins on page 114) 

Bonded to reduce its postings to other private-brand 
levels in some markets after remaining on the ma- 
jor structure for a long time. 

Ohio is not only a big market; it’s a growing 
market, even though it’s slipped behind Pennsyl- 
vania in total volume. The stability and size of the 
market are attractive in this age of expansion and 
the quest for new customers. 


Summing up, a veteran Ohio marketer says, 
“Ohio used to be like a private preserve with a high 
wall around it. But no more.” 


Foreign-Car Push 


International Auto Show reveals 
importers’ optimism over demand 


FOREIGN-CAR importers, looking for their own 
boom in the Soaring Sixties, are predicting con- 
tinued sales increases in sports and compact cars. 
Their optimism was reflected last month at New 
York’s International Automobile Show. 

Imports dominated the more than 300 differ- 
ent models on display. They ranged from gold- 
mounted Jaguars to motor scooters, even included 
an “Amphicar” that travels on land (about 30 miles 
to the gallon, says the maker) or on water (about 
two gal. per hour). 

A number of models point up possible foreign 
trends-in-the-making: 

@ A new Vespa solves the nuisance of mixing 
oil and gasoline manually in its two-cycle engine. 
A device on the separate oil tank is set whenever 
the tank is filled. It automatically adds the 2% of 
oil necessary. 

e@ The Hillman-Minx introduces a new-model 
automatic transmission. The design eliminates the 
use of oil im transmitting power from the engine 
to the gear box. Instead, it utilizes tiny magnetic 
metal particles to achieve a “solid” coupling. Hill- 
man claims the new transmission eliminates “the 
20% increase in gasoline use found with other 
automatic transmissions.” 

e@ Holland’s DAF sedan offers “never needs 
greasing” as a selling approach. The suspension 
members are carried on flexible rubber mountings. 

e@ The NSU Sport Prinz is reported to pull 47 
miles to the gallon. It has only two grease points, 
marking a European trend toward centralized lu- 
brication systems. 

e DKW, an automobile using a gasoline-oil 
mixture for fuel, is boasting another economy 
angle—saving through elimination of oil filter car- 
tridges and oil changes. 

Almost all foreign car manufacturers and distrib- 
utors stress that their cars need only regular-grade 
gasoline. Average octane requirement seems to 
stabilize around 86 octane. 


> In case you missed it... 





Dealer turnover ran about the same in 1959 as 
the year before, says the American Petroleum In- 
stitute. Based on 100,000 dealer-operated stations 
owned or leased by supplying companies, dealer 
turnover was: 

e 7.6% for terminations beyond the control of 
supplier or dealer (6.9% in 1958). 

e 20.0% for terminations occurring for all 
other reasons (20.1% in 1958). 


PEnjay Co., Inc., formerly a Jersey Standard 
affiliate, is now a division of Humble Oil and 
Refining Co. Enjay markets petrochemicals. 


Standard of California is building a 20-mile 
common-carrier crude-oil pipeline and marine ter- 
minal facilities on Alaska’s Kenai Peninsula. Com- 
pletion is scheduled by mid-1961. 


Sales of gasoline and other products at U.S. 
service stations rose to $1,369-million in March 
from $1,289-million in February and from $1,318- 
million in March 1959, the Census Bureau reports. 


Reynolds Metal Co. is building two aluminum 
barges for National Marine Service, New York, 
N.Y. The first is for chemical transportation on the 
Mississippi and Ohio Rivers. Capacity will be 
12,500 bbl., which Reynolds says is 10%-20% 
more than for a steel barge of the same size and 
draft. 





First-Quarter Net Profits 


Despite high-volume sales, net profits of major 
oil companies in 1960's first quarter did not live 
up to expectations. About half the companies 
reported gains from the first quarter last year, 
half reported declines. Depressed product prices 
were responsible. Following are first-quarter net 
profits (in thousands of dollars) compared with 
the same year-ago period: 


Net Income 


Company 1960 % Change 
Richfield .. 6,995 +25.2 
eee or 81,824 +22.7 
Union Oil . . 5,530 +13.1 
Standard (Calif.) 60,728 + 54 
Socony Mobil . 47,200 + 4.4 
rn 97,300 + 3.7 
Continental 15,280 + 2.5 
Standard (N.J.) 170,000 + 18 
Ohio Oil .... 10,279 + 0.8 
eee 34,545 + 0.2 
Phillips... 26,804 — 0.1 
Standard (Ohio) 5,066 — 0.6 
Cities Service 12,974 — 5.0 
| eee 5,905 —10.4 
Sunray Mid-Continent 9,440 —15.3 
Sun Oil Keay 8,790 —21.7 
Re fs 12,308 —28.4 
Atlantic Ref. 8,726 —29.3 
Tidewater Oil 5,932 —43.3 
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“NO WONDER THAT MOTOR SOUNDED LIKE IT WAS READY TO CROAK!” 


THE BRIGHTER SIDE... oes 


A frog in a radiator is quite a mystery... but there’s' - ASHLAND OIL & 
no mystery about the clear-cut service provided to + REFINING COMPANY 
independent marketers by Ashland Oil & Refining : 


Company. As the nation’s largest independent supplier women <iimene Aenmuaty Saeinany 


of petroleum products, Ashland Oil understands and + —_—ALTON, ILL, 528 Henry Street—BUFFALO, N. ¥., 800 
respects your independence. Here are some of the : Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
benefits you get from a working agreement with us: . —CINCINNATI, 0., 1402 Federal Reserve Bank Bldg.— 


e You get to do your job without interference CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


e ei ° Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
e You get effective merchandising plans and selling tools. 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN.,5 MainStreet 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
For complete information on how Ashland’s sales 


program for independent marketers can benefit you... ai _" . 





write, wire or phone us today! 










the Independent Supplier fer Independents lp" ose OIL ; 
ieee 
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OHI Conv: 





What OHI Plans to Do in 1960 


The distribution division of the Oil-Heat Institute of America has 


a bigger jobber-aid program planned for this year. Here’s a rundown 


ex HE DISTRIBUTION DIVISION (DD) of OHI rang 
up record profits last year and expanded its 
services to heating-oil jobbers. At OHI’s national 
convention in New York City in April, DD’s 
national secretary Charles H. Burkhardt reported 
bigger things for the year ahead. Here are the 
highlights: 


What OHI Is Planning 


Pre-Taped Commercials—Soon DD will offer 
jobbers a series of 20 taped commercials for use 
in radio spot ad programs. Tapes will cover all 
facets of a jobber’s service to his accounts and 
all of oil heat’s advantages as a fuel. “Personality” 
voices will deliver each message. Tapes will run 
1-2 min., will cost about $10 each if bought singly 
or $5-$8 if bought in a series. Jobbers have to 
make their own arrangements for radio time. 

Billboard Sheets—DD will issue a series of 24- 
sheet color posters for billboard ad campaigns, 
with 2-4 posters coming out each month. Like 
tapes, posters will point up jobber’s service or oil 
heat’s benefits. They will cost $30 each in units 
of 1-10, $28 each in 10-20-lot purchases, and $25 
each in lots of 20-30. Jobbers must make own 
arrangements for billboard space. 

Delivery-Ticket Law—DD’s weights and meas- 
ures committee, working closely with a steering 
group from National Conference of Weights and 
Measures, sees a good chance the conference will 
adopt this month a revision of its model law. The 
conference wants delivery tickets left at time of 
delivery, but OHI suggests adding the condition: 
“or at any other mutually agreeable time.” 


To sell its idea to the conference, OHI has come 
up with a policy statement on use of printed meter 
tickets which (1) urges jobbers to use such de- 
vices, (2) says they should not be required by law, 
and (3) suggests jobbers install such equipment in 
repairing or replacing trucks. 


Certified Burner Men—The program of examin- 
ing and certifying burner men is just getting 
started, and exams will continue in all sections of 
the country during rest of year. From the 380 
burner men who have taken the test so far, OHI 
draws these conclusions: (1) Not all burner men 
know the full procedure for making COz, tests, 
and (2) not all burner men know all about all 
types of burners. 


Merger—Directors endorsed the idea of a func- 
tional setup for the proposed one-roof trade as- 
sociation, which would replace OHI and National 
Fuel Oil Council. To work out further details with 
rest of the industry, OHI named this six-man co- 
ordinating committee: Al Loucks, Vern Schaetzel, 
and Everett Elliott, all from DD; and Stan Czar- 
necki, John Olseon, and Larry Sibley, from OHI’s 
manufacturers’ division. Alternates include T. R. 
Loizeaux, Fred Heaney, Joe Berry, R. C. West- 
over, Walter Blake, and Gabe Marin. 


Oil-Heat Jubilee—The convention was the high 
point of oil heat’s 75th anniversary, but OHI 
is scheduling two more jubilee events. Oct. 11 
has been set tentatively as National Oil-Heat Day. 
The jubilee celebrations wind up when DD holds 
a management clinic Oct 29-Nov. 4 on a cruise 
ship to Bermuda. 


OHI Exhibition: Burner-Service, Home-Comfort Tools 





At OHPs show, oil men looked over vacuum cleaners .. . 





ee : heard sales talks on using Cerafelt lining .. . 
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Insurance—Through OHI’s insurance trust, DD 
is now Offering jobbers supplemental coverage on 
life insurance. New policy increases coverage for 
owners and key executives from $15,000 to $35,- 
000. For department heads, coverage goes from 
$5,000 to $15,000. 


How OHI Stands Financially 


DD ended its fiscal year with a $24,244 profit 
(over operational expenses), more than twice last 
year’s profit and the highest so far. Here’s what 
the division sold, Burkhardt reports: 


e@ More than 31-million direct-mail pieces for 
a gross of $141,780. Last year’s sales were 6,- 
120,000 pieces for a gross of $80,649. Sales this 
year are projected for a $175,000-$180,000 gross. 

e@ More than 17-million supermarket sacks, or 
about 66 carloads. Under new arrangements, job- 
bers can buy sacks in 100,000 units instead of 
more than 300,000. Sales projected for this year: 
120 carloads. 


In a public-relations campaign, OHI released 
39 stories of general interest about oil heat to the 
consumer press, in addition to special articles for 
shelter magazines. Total lineage received free is 
estimated at 1-million, worth $462,000 at going 
agate-line rates. 


OHI’s insurance trust is solidly in the black, 
with $49,000 in surplus funds after paying out 
$30,000 in dividends. Life-insurance coverage, 
with more than 1,000 companies participating, 
comes to more than $20-million. The trust grows 
at rate of $250,000 a month. Premium payments 
come to $300,000 a year. Claims on life insurance 
are more than $140,000, on hospital-surgical and 
medical insurance $72,000. 


The division is growing, too. About 1,000 new 
members were added at the convention, boosting 
membership to 5,500. Four new chapters admitted 
at the convention were: OHI of Huntingdon Coun- 
ty, Pa.; Clinton County Retail Fuel Oil Dealers, 
Plattsburgh, N. Y.; Calton County Oil Men’s Assn., 
Cloquet, Minn.; and Victoria Fuel Oil Distributors 
Assn., Victoria, Canada. 


- » . examined various burner-testing instruments .. . 
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New Distillate Specs 


FOR THE FIRST time in 12 years, it looks as 
if specifications for No. 1 and No. 2 oils are 
about to be changed, mainly to improve quality, 
to allow burners to be set for best operation, and 
to end dual-grading of fuels in overlapping specs. 

Groundwork for changes were laid at a meet- 
ing of sections 1 and 2 of technical committee E 
of the American Society for Testing Materials. 
The meeting was held concurrently with OHI’s 
convention in New York City in April. Here are 
the suggested changes: 

e Set 2.0 centistokes as minimum viscosity 
and 3.6 centistokes as maximum viscosity. At 
present there’s no minimum, and the maximum 
is 4.3 centistokes. The new minimum-maximum 
range would result in better standardization. 

e Reduce maximum distillation temperature for 
90% point from 675 deg. F. to 640 deg. F. This 
will cut down on the amount of heavy ends in 
fuel, resulting in better burning. 

e Set 540 deg. F. as minimum 90% point 
temperature requirement. There is no minimum 
now. The new spec is strictly a technical not a 
quality feature. An added provision for this spec 
is: Where pour point of less than zero deg. F. 
is required, 90% point minimum temperature 
shall be waived and minimum viscosity shall be 
2.0 centistokes. 

e Change minimum API gravity requirement 
from 26 deg. to 30 deg. This would tend to re- 
duce the percentage of “cracked” stock being used 
in blending. 

On No. 1 oil, one shift in specs was suggested: 
Change maximum distillation temperature at 90% 
point from 625 deg. F. to 550 deg. F. 

Committee members say changes can be made 
without any major changes in refining methods. 
Proposed specs follow closely the specification 
range of oils checked in various Bureau of Mines 
surveys, committee members report. 

These suggested changes will be discussed by 
ASTM technical committee E, whose members are 
refiners. Then refiners will conduct a mail poll 
on changes before they become official. 

Committees also discussed specs for No. 5 oil, 
but decided to make no changes other than to 
recommend that viscosity indexes be reduced to 
one set of standards, for instance, by changing 
all Furol specs to Saybolt Seconds Universal. 











and got a line on warm-air-system humidifiers. 
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OHI Convention 





Four Business Boosters 


Here are some marketing tips you may be able to use in your business. 
They're based on jobber reports at the Oil-Heat Institute convention 


Do Additives Pay? 


“Black insides of a boiler 
convince many that oil is 
dirty. We’ve overcome that by 
using an additive. We’re im- 
pressed with results: soot is 
loose and flaky, not hard or 
caked; carbon seems to burn 
off; boilers, instead of being 
black, have a white scale; and 
furnaces burn clean to the 
metal. 

“Accounts disregard discount offers from others 
because they know what additives do. We asked 
them to check the cleanliness of their units.” 
William Sortor, Sunrise Oil Co., Englewood, N. J. 





Getting New Accounts 


“We pay about $65 per new account if we in- 
clude all costs for a regular salesman. We offer 
our accounts premiums—frying pans, coffee mak- 
ers, dishes—if they turn in leads that lead to a 
sale. 

“We've also added part-time salesmen—factory 
workers and school teachers—and pay them $25 
commission for each sale. 

“We’ve spent about $7,000 in premiums and 
part-time commissioners to get 1,000 new accounts. 
That’s cut our cost of getting new business down 
to $7 per account.” William Briggs, Briggs Corp., 
Portland, Conn. 








Brown 


Briggs Schneider 


Service: A Sales Tool 


“We give new service accounts a full inspection, 
with all data put on a service card. We make 
an analysis from our records and suggest changes 
for greater comfort and efficiency. We give them 
all the reasons for changing or modernizing. We 
keep a separate file on those units we’ve changed. 
If we make a fuel saving, we use the account’s 
name for reference on another job.” Edward 
Schneider, Schneider Fuel Oil Co., Bronx, N. Y. 


On Business Ethics 


“Sell oil at the same price to all. And resist the 
temptation to sell equipment that’s poorly de- 
signed. It takes more energy to sell the customer 
what he should have instead of what he thinks 
he wants. You may lose a few sales, but you'll 
be offering better, sounder values to the buyer.” 
Tom Brown, Sentinel Oil Co., New Rochelle, 
N. Y. 


OHI Exhibition: Heating and Delivery Equipment 





Display highlights included Jet-Heet’s new. burner . . . 





. and Arkla’s oil-fired heating-cooling unit. 
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Improving C-I Installations 


Commercial-industrial accounts want good service and are willing 
to pay for it, say C-I men. Don’t sell burners, sell the whole job 


OMMERCIAL-INDUSTRIAL burner men should get 
C closer to engineers who draft C-I burner 
specifications, and should offer burner service of 
the type that accounts want and are willing to 
pay for. 

That’s the gist of opinions expressed by C-I 
speakers at two OHI sessions set up for C-I men. 


Here’s What to Sell 


“Stop selling burners, start selling the whole 
job,” says Milton Way of Ray Oil Burner Sales, 
Long Island City, N. Y. He advised getting to 
know consulting engineers better. 

Talk to the consulting engineer before specs are 
drafted, Way says. Tell him that all related com- 
ponents of the job should be supplied by the oil- 
burner contractor. “Most engineers are amazed,” 
Way says, “that heating contractors take it upon 
themselves to buy pumps, controls, preheaters, and 
other items. Yet, if you as the oil-burner subcon- 
tractor must be responsible for results, it’s only 
logical you should supply the whole pack.” 

Other advice from Way: 

e Get engineers to specify that extra services 
during startup shall be in addition to the contract 
price. “You can lose most of your profit on free 
service during startup tests.” 

e@ To get a good, profitable price, never break 
down your total bid. “You’re sunk if you do.” 


What to Offer in Service 


To Murray Lieblich, of H. Lieblich & Co., New 
York City, C-I burner service should be complete. 
He suggests burner men learn to live with the buck- 


Jobbers showed an interest in Speed Kleen . . 
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passing among burner maker, component makers, 
installers, and client, because “it usually winds up 
as a problem service has to iron out.” 

Lieblich says C-I accounts want good, fast serv- 
ice. If they get it, they are willing to pay for it. 
Main source of his company’s C-I service con- 
tracts, he says, is initial installations. 

Service Charges—Jack Madison, area service 
head for York Power, says competition gives free 
service, his company doesn’t. “But I have no com- 
petition from these people.” 

Here are the contract-service fees York Power 
gets from its accounts. 


Boiler hp Burner Burner 
Rating Check Vacuum 
Cleaning 
15-40 $ 25 $ 50 
50-90 35 90 
100 50 100 
125 62.50 125 
150 75 150 
175 75 175 
200 75 200 


Over 200 (Subject to special prices) 


Summer cleanup is not included in service pol- 
icies, Madison says. York charges $15 a month 
for checking burners on a nonpolicy basis and 
does call work at $8 an hour plus mileage (10¢ 
a mile) and tolls. Other York fees are $50-$125 
(depending on boiler rating) for opening a boiler 
for inspection, $50 for hydrostatic test, $50 for 
boiler blowdown, $35-$50 for resealing rear door, 
and $50 for COz test. 

Stripping and overhauling rotary burners costs 
$125, with parts extra. Two men and two helpers 
do the job in four hours, Madison reports. 





. and Scully’s Unifil, both tight-fill connections. 

















Continental's cone top cans never tire of 
keeping your additive sales rolling along 


Sizes range from 4 oz. to 16 oz. Here’s real prestige packing at a 
Choice of closures available thrift price for your family of auto- 
lege motive products. No package does 
sett ad £> a better job for your specialties, 
Screw Cap » | none is more economical. Sizes 

Flip Cap ‘ 





¢ 4 , 4 CONTINENTAL 
ia | C, CAN COMPANY 
Co 


range from 4 oz. to 16 oz. And no 
matter where you operate, you 
can depend on Continental for on- 
the-button delivery. 

Call Continental today. 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle.Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay Street, Toronto:1 

Cuban Office: Apartado 1709, Havana, Cuba 
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Here's a New-Type Burner 


Built on the same principle as Shell’s Ventres burner, Magnaflame 
converts an air-oil mixture to gas. It may be out in two months 


A BURNER maker’s adaptation of 
Shell’s Ventres burner (NPN—June 
59, p108) will be on the market in 
two months. Aug. 1 is the date Arnold 
Madsen of Madsen Service Inc., Min- 
neapolis, is shooting for. His new 
burner is now at Underwriters Labo- 
ratories for testing. 

Madsen’s low-pressure, low-firing- 
rate Magnaflame unit follows the 
basic idea of Shell’s experimental 
burner: It changes an air-oil mixture 
to gas by using heat. But it differs 
from Shell’s model in these ways: 

e The stainless-steel combustion 
chamber, once a 12-in. sphere, is now 
an oval—12 in. long, 9 in. wide, and 
8 in. high. 

e The chamber, once double 
walled, is now single-walled. Six 1-in. 
tubes feed secondary air to the cham- 
ber; previously air ports in the inner 
shell did this. 

e The gasifier is a 3x6-in. perfo- 
rated tube. Originally it had no holes. 
Putting in the holes, Madsen says, 
cuts the time needed to bring the 
gasifier up to proper temperatures. 

Test Results—Magnaflame test jobs 
have been checked out at 91% effi- 
ciency, Madsen says. Most other mod- 
ern units hit 80% efficiency. CO2 read- 
ings are at the 12% level, higher than 
present units. Stack temperature, once 
too low at 200 deg. F., is at 325 deg. 


F. At that, it’s still within the limits 
set for the use of Type B gas vents. 

Madsen says Magnafiame can cut 
fuel bills by as much as 50%. “We are 
using one unit that burns 0.4 gph in 
an eight-room house that formerly re- 
quired a burner firing at 1.25 gph,” 
he says. 

Selling Points—In an addition to 
fuel economy, Magnaflame offers these 
qualities: 

e Clean burning. Converting air- 
oil mix to a gas results in a clean 
combustion chamber. Madsen’s and 
Shell’s units have run continually with- 
out showing signs of soot, carbon 
deposits, or smoke. 

e Noise-free. Because the unit 
converts liquid to gas, it burns quietly, 
without the roar, pulsation, or vibra- 
tion of other types of burners. 

Cost—Madsen says Magnaflame 
units will sell at the same price he’s 
getting for Shell-head gun burners he 
makes. “We can do that because we 
use fewer parts, yet have a complete 
burner,” he says. “One place we save 
is in the combustion chamber. It 
makes using fire brick for chambers 
obsolete.” 

Models—Magnaflame will come in 
two different firing rates: 0.2-0.4 gph 
and 0.3-0.6 gph. Firing rates on each 
model are changed by a valve setting. 

Market—Madsen says that because 





Believe it or not, this experimental Mag- 
naflame unit is going full blast 


of Magnaflame’s low firing rates and 
competitive price, it can be used in 
hot-water heaters, in converting LP- 
and natural-gas units to oil, and in 
the oil-burner replacement and 
modernization market. He believes 
the unit can help heating-oil men grab 
more of the new-home market. 
Magnaflame will be distributed 
through oil jobbers and equipment 
jobbers in each state except Minne- 
sota, which Madsen will serve himself. 


Esso's Watchdog: An [mproved Burner 





Annual cleaning of boiler or furnace is 
outmoded with this new burner model 


ESSO STANDARD’s new Watchdog 
burner means greater  service-free 
maintenance, says Esso, division of 
Humble Oil and Refining Co. 

Here are the reasons Esso gives: 

e Improved combustion results in 
better burning and a cleaner heating 
unit. Cleaning should be done about 
once every three years, Esso says, in- 
stead of every year as with most 
burners. 

e Capacitor motor needs no start- 
ing switch. Starting-switch failures ac- 
count for many service calls, Esso 
says. 

e Heavy, solid casting ensures con- 
tinued good alignment of burner com- 
ponents. 

Why does the unit burn cleaner? 
Esso give these reasons: 
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@ New combustion head provides 
better air-movement pattern. It’s a 
rifled head cone of advanced design. 

e Double economy clutch gives 
an 8-10-sec. delay between start of 
fan and oil pump to set up a good 
supply of air. There’s a similar time 
lag on shutdown for a good blowoff 
of air. Result: smooth, noiseless opera- 
tion and clean-burning stops and 
starts, says Esso. 

e Micrometer air adjustment can 
be tuned finer than present burners 
can, and can be locked. 

Esso claims fuel costs with this pre- 
mium-priced unit can be cut as much 
as 24%. Watchdog units come in 10 
firing rates, from 0.65 gph to 1.75 
gph., which covers 90% of all do- 
mestic burner requirements. 
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Why is 


GUNOCO the 





... because you get ACTION when you put 
the Conoco brand on your stations! 


But Conoco does more than offer big brand ap- 
peal and big product quality. Conoco believes in 
dealer help, too. For example, Conoco has impor- 
tant information gained from valuable experi- 
ence that can go a long way toward improving 
service station management. 

The information covers such areas as: dealer 
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incentives, record keeping, promotions, drive- 
way tips, local retail advertising, how to get the 
most from your men and how to plan for the 
future. This help is available to you, too. Simply 
write the subjects that interest you on a post 
card and mail to the Conoco Division Manager 
nearest you. 
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Contact the nearest 


CONOCO 


Division Manager 
today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Blvd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity: National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Pi. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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Memos for Fuel-Oil Men... 





Pm Oil-Heat Institute is polling its 
distributors on tank failures. One 
thing OHI wants to find out is 
whether such failures occur more 
frequently in tanks with oil-line 
openings on the side or in those 
with oil-line openings on the bot- 
tom. The industry several years ago 
moved oil-line openings from tank 
side to tank bottom in a move to cut 
down on tank failures. Now there 
seems to be some question on the 
advisability of that move. 


>The city purchasing director of 
Hamilton, Ont., thinks his city and 
others in the area could be saving 
“thousands a year” if they bought 
all supplies, including gasoline, fuel 
oil, and road building materials, on 
a cooperative basis. The idea is re- 
ceiving consideration from Hamil- 
ton’s neighboring communities, too. 


> Heating-oil jobbers in the Boston 
area, through Better Home Heat 
Council, plan to raise $429,000 for 
oil-heat promotion this year. The 
new goal is $87,000 more than last 
year’s. BHHC plans a 52-week cam- 
paign using all media and going 
from one to two television pro- 
grams. 


National Fuel Oil Council has 
named a six-man committee (plus 
alternates) to sit down with OHI 
representatives and work out fur- 
ther details of the single oil-heat 
trade association. 

NFOC committee members are: 
Len Marshman, Mobil; Peter Lo- 
menzo, Atlantic; Charles Kramb, 
Gulf; Bill Kenny, Meenan Oil; Al 
Fraser, Standard (Indiana); and 
Jack Minner, Shell. Alternates are 
Dave Barrett, Esso; V. L. Verdiani, 
Sun; P. E. Hoffman, Tidewater; C. 
R. Romer, Sinclair; Wiley Butler, 
Coastal; and W. C.  Scheitlin, 
Standard (Indiana). 


mA 12-page booklet detailing the 
merits and economies of heating 
hot-water supply with oil-powered 
heaters is available from Better 
Home Heat Council of Hartford, 
Conn. Comparative cost figures of 
hot-water supply by gas and elec- 
tricity are included in the booklet. 


>A heating-oil jobber who says the 
public in his area wouldn’t go for 
anything oil fired, is selling oil-fired 
water heaters at the rate of 40 a 
month because he has been calling 
them hot-water generators. “We get 
prospects interested in hot-water 
generators, how much they cost to 
operate, and how much and how 
fast they produce hot water. Only 
then do we say they are oil fired,” 
he says. 


> Oil-Heat Institute of Oregon’s ad- 
vertising program this year will 
zero in on builder promotion. 
Here’s what Oregon OHI is offer- 
ing builders: newspaper advertis- 
ing on the day model homes are 
opened, plus a followup ad; interior 
displays to help sell homes; a tract 
sign and directional arrows to the 
displays; plaques to point out fea- 
tures of the home; local support 
advertising to encourage home buy- 
ers to look for those quality fea- 
tures. 


Derby Coal & Oil Co., Derby, 
Conn., is merchandising its tight- 
fill program to prospective accounts. 
Derby Coal went to tight fills to 
speed up delivery. However, it’s 
telling prospects that tight fills are 
being used for cleaner deliveries, a 
homeowner’s benefit. Derby doesn’t 
mention spills, though. Salesmen 
carry a chrome-plated set of tight- 
fill connections with them in vel- 
vet-lined cases to impress custom- 
ers that Derby Coal is using the 
best equipment to make cleaner 
deliveries possible. 


POil heat may wind up getting a 
better break on chimney and vent- 
ing requirements now that National 
Fire Protection Assn. is working on 
new recommendations for forced 
venting of fuel-burning appliances. 
Oil men feel that different types of 
chimneys now required are no 
longer necessary because new oil- 
heat equipment has such low stack 
temperatures. They believe modern 
oil burners can be used safely with 
the Type B (gas only) vents or with 
no vent other than a pipe sticking 
out of the house. 








ho 
7) 























See what $5 more 

buys in a JOYCE 

SEMI-HYDRAULIC 
JACKING UNIT! 


The Joyce “Y-Z” Style semi-hydraulic integral 
tank type jacking unit costs only $5.00 more, 
approximately, than semi-hydraulic jacking units 
of conventional constfuction. Yet it provides 
5 distinctive features that make it far superior 
in design, operation and maintenance to the 
cheaper unit! In the long run, Joyce “Y-Z” 
Style actually proves less expensive and more 
profitable. That’s why thousands of service sta- 
tions and auto dealers prefer this Jacking Unit, 
which is available on all Joyce single-post 
chassis, frame contact, and drive-on lifts. 


1. “MAGNE-GUARD” LOW-OIL-CONTROL. . . posi- 
tively stops the movement of the piston, when 
oil supply becomes low, by stopping the flow 
of oil. This can be guaranteed only in the Joyce, 
distinctive, semi-hydraulic “Y-Z” Jacking unit, 
since only in this type construction does the 
oil flow from an external reservoir into the 
jacking unit. 

2. NO INTERNAL PIPING . . . absence of air 
pipe within piston simplifies maintenance. No 
broken air pipe to worry about. 

3. AIR LINE CLOSE TO FLOOR ... air supply 
line is connected within 6” of floor surface for 
easier and less expensive initial installation and 
greater accessibility in case service is required. 
4. 30% MORE USABLE OIL CAPACITY ... re- 
quires fewer refills . . . minimizes possibility 
of low oil condition. 

5. CAN BE BALLASTED .. . hollow piston does 
not contain parts or oil . . . can be weighted th; 




















to reduce lowering time. ( 

ae Any 

Automotive lift, . ask your Joyce Distributor a wl 
underground Jacking Unit. for complete information! hone 
porti 

their 

THE JOYCE-CRIDLAND COMPANY Yc 

Designers and builders of lifting equipment since 1873 e008 

U.S.A. 2027 E. FIRST STREET, DAYTON 3, OHIO cust 

CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD, MIDLAND, ONT. agal 
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that’s why I go for “Moly” Grease 


Any woman will discover immediately how “Moly” grease makes 
steering easier... silences squeaks...cushions her ride. These are 
benefits women understand. And since women represent such a large 
portion of the market — smart marketing men encourage 

their dealers to use “Moly” grease. 

You can promote the easy-to-understand advantages of ““Moly” grease 
»..and back them with proof. Using “Moly” grease makes new 
customers for your dealers... brings back old customers again and 
again for gas...oil... TBA. 


CLIMAX MOLYBDENUM COMPANY 


A division of American Metal Climax 
1270 Avenue of the Americas, New York 20, N. Y. 


Professional women drivers go for “Moly” 
grease too. For example, the women who 
drive the Lee County, Florida, school-buses, 
found that hard-to-steer buses turned with a 
feather touch after being tubricated with 
“Moly” grease. 








BY DAY, 36-ft.-wide canopy and 50-ft.-high quadripod support serve as eye-catcher 


‘Airplane’ Canopy Pulls Them in 


This Ohio private brander’s ‘flying wing’ station is designed for volume 
—up to 75,000 gal. a month. Here's a look at this $35,000 spectacular 


tie OTHING LIKE IT in Ohio” is the de- 

N scription Sun Flash gives its new spec- 
tacular — a 21-pump station in Columbus, at 
3204 West Broad Street, on the principal east- 
west highway. 

Dominant feature is the porcelain enamel cano- 
py, with a tip-to-tip spread of 74 ft., whose cost 
Sun Flash places at $35,000. Unique aspect of 
the structural steel framework is that I-beams were 
split and reversed to support the canopy. Over-all 
height is 50 ft., width of canopy is 36 ft. 

The canopy is illuminated by side-edge lighting. 
Letters are in Sun Flash’s own shade of red. 


Main object of the “flying wing”, as some local 
marketers have dubbed it, is to attract motorist 
attention. It is practical, too. With the massive ex- 
panse, it offers protection from sun and rain. 

Angle of the “wing” was figured by tilting it 
from a 10-ft. starting point to 14 ft. at the edge 
of the concrete apron where each column is 
anchored. This allows ample clearance for trucks. 

Two roof drains carry water to the street 
through 4-in. pipes in the columns. The canopy 
roof consists of 4'4-in. corrugated-metal deck 
covered with a sheet of insulation and coated with 
tar paper and gravel. 
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New Ideas In Stations 


BY NIGHT, side-edge lighting illuminates underside of canopy and service areas 


for Sun Flash 


Sun Flash hopes station volume will hit 75,000 
gal. a month, starting at an estimated 30,000 gal. 

Diesel, kerosine and fuel oil are sold at pumps 
beside two grades of gasoline, on which discounts 
of 2¢ gal. (up to 25 gal. purchases) and 3¢ gal. 
(over 25 gal.) are given. Or the buyer may take 
stamps instead. 

The station was designed by Leon Seligson and 
Associates, Columbus architects. Fred Richards, 
general manager, handled the project for Sun Flash. 

Sun Flash now has 12 stations in Columbus. 
Since Humble Oil & Refining established head- 
quarters in Columbus for its Ohio expansion pro- 
gram, marketers have speculated that acquisition 
of Sun Flash Oil Co. is a possibility, giving the 
Standard newcomer some good sites. ELEVATION shows airplane-like dihedral angle of canopy 
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‘TIGER AT THE GATES’ 


How Jersey Standard ‘Angels’ a 


‘Play of the week’ is an unusual program with equally unusual sponsorship. 
So far, it's worked out better than even Jersey Standard expected 


N A HARDHEADED BUSINESS, Standard Oil Co. 

(N.J.)’s eggheaded “Play of the Week” TV 
show is an eye-opener. Featuring an imaginative 
brand of soft sell (including commercial-less com- 
mercials), it’s winning sales as well as prestige in 
its East Coast viewing areas. 

Jersey rescued “Play of the Week” from extinc- 
tion in January, when the program’s supply of spot- 
commercial sponsors threatened to peter out. 
Premiered to critical acclaim last October, the pro- 
gram’s full-length dramas are handled by top pro- 
fessionals, tape, and shown during prime TV time 
(weekdays 8:30-10:30 p.m., Saturdays 10:30 
p.m.-12:30 a.m., Sundays 3-5 p.m.). 

Main reason for its action, said Jersey, was to 
help fulfill business’s obligation to cultural institu- 
tion. But the sponsorship turned out to be a pub- 
lic-relations coup. Since January, Jersey’s mail has 
bulged with appreciative letters. About 23% men- 
tion switching to Esso products or request an 
Esso credit card, the company reports. 

What It Costs—For $650,000, Jersey Standard 
gets 13 weeks of talent, production costs, commis- 
sions, and television time. This stacks up favor- 
ably against the cost of a full-blown network spec- 


tacular: Sinclair Oil’s “Shubert Alley” of last fall 
ran up a tab of about $800,000, with promotion 
costs. 

Against an estimated one-time audience of 30- 
million for Sinclair’s show, Jersey’s weekly audience 
is tabulated at 2.8-million. Ratings have shown 
it capable of trouncing giants like “Playhouse 90” 
and the Perry Como show. 

What Jersey Gets—Under Jersey sponsorship, 
“Play of the Week” continues to do what it set 
out to do: present worth-while plays, new and 
old, without censorship (language is as unrestrained 
as it would be on Broadway) or sponsor interfer- 
ence. Says Jersey president M. J. Rathbone: “One 
clause of our contract specifies that we will have 
no voice in the subject matter, script, production 
techniques, or cast of each week’s play. This is a 
hands-off policy that we have traditionally followed 
in our long sponsorship of daily newscasts on the 
Esso Reporter on radio and television.” 

Critics praise the program for its high standard 
of artistic excellence, and because it often brings 
back plays of real merit that were crowded off 
Broadway boards for commercial reasons. Like 
any theatrical venture, “Play of the Week” has 
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‘CLIMATE OF EDEN’ 


*‘VOLPONE’ 


‘THE ROPE DANCERS’ 


Hit TV Show 


its turkeys, too, but they are easily outnumbered 
by its successes. Its earliest offerings established a 
bright pattern: Medea, with a strong performance 
by Judith Anderson, was followed by luminous 
productions of Juno and the Paycock, The Cherry 
Orchard, The Power and the Glory, Thieves’ 
Carnival. Reviews were almost uniformly enthusi- 
astic. Since January, Jersey has sponsored Don 
Juan in Hell, A Very Special Baby, Climate of 
Eden, Volpone, The Rope Dancers, The Master 
Builder, The Grass Harp, Palm Tree in a Rose 
Garden, The Enchanted, The Girls in 509, Morn- 
ing’s at Seven, Night of the Auk, A Piece of Blue 
Sky, Archy and Mehitabel and Clearing in the 
Woods. Performances of Mary Stuart and The 
House of Bernardo Alba will bring the present 
series to a close this month. 

The programs originate at WNTA-TV, an in- 
dependent station in Newark, N.J. Jersey’s first 
13-week contract was renewed in March, guaran- 
teeing sponsorship through June 12 (after that the 
show goes off the air for the summer). In February 
the show was extended to the Washington, D.C., 
viewing area. 

The No-Sales Pitch—Jersey’s commercials (more 
accurately, its noncommercials) have attracted as 
much attention as some of the plays. In the typical 
“Play of the Week” format, the sponsor’s presence 
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OFFBEAT COMMERCIAL FOR STANDARD 


is unfelt until the first intermission. At this point 
comes the appearance of host Jim Fleming, friendly, 
bespectacled, obviously an egghead type. Instead 
of plugging Jersey, Fleming chats about the cur- 
rent play with an expert recruited from New 
York theatrical or critical circles. 

At the next intermission, he brings in a Jersey 
twist with an institutional or educational message 
about the oil industry or Jersey’s far-flung opera- 
tions. (One hit of the series: tapes of foreign-made 
Esso commercials, ranging from funny cartoons 
filmed in England and France to an inscrutable 
singing commercial in Japanese.) Remaining com- 
mercials are wordless—one minute of tranquil 
string music while a sweep hand circles a clocklike 
Esso oval. 

For the Future—What about the fate of “Play 
of the Week” next year? WNTA-TV says there’s 
no question that it will be back. Jersey’s sponsor- 
ship renewal, however, awaits “a full evaluation” 
during the summer. a 
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Sold: 100,000 New Tank Cars 


What? 100,000 tank cars? That's right. And Cities Service is buying 
800,000 billboards too. But of course there’s a gimmick—they’re toys 


new tank cars on railroad tracks across the 
country. The catch is that these cars will never 
carry any products. If they did, they would each 
hold less than a pint. 

The cars are miniatures, part of Lionel Trains’ 
rolling stock. Cities Service, after a long campaign, 
has just contracted with the toy manufacturer to 
have all the tank cars in the Lionel line carry Cities 
Service markings. 

Lionel sees the deal as a straight advertising 
arrangement. The cars are regarded as a unique 
medium offering top exposure and exclusive cover- 
age. In the 11 years Lionel has been offering them, 
competition for contracts has been keen, says 
Lionel. 

Cities Service picks up a contract just vacated 
by Gulf, long a Lionel advertiser. And with its 
move to Lionel, Cities Service will release itself 
from a similar deal with Marx Toys. 


B* THIS FALL, Cities Service will put 100,000 


A Multimillion-Dollar Deal? 

At a price of 15¢ per car, Lionel agrees to carry 
the Cities Service markings on 100,000 tank cars, 
most of them integrated into Lionel’s most popular 
set (retailing at $39.95). 

The Cities Service tank car in addition, will be 
illustrated in the popular (1.5-million circulation) 
Lionel catalog distributed to consumers. It will also 
appear in the dealer catalog. 

A secondary benefit is the direct merchandising 
impact offered by the trains. Showrooms through- 
out the country draw crowds every week. The 


headquarters showroom in New York City has a 
total of half a million visitors annually. The Lionel 
trains also offer a promise of television network 
exposure and motion-picture use. 


Cities Buys 800,000 Billboards 

In a follow up deal, Cities Service has also con- 
tracted with Lionel to distribute 800,000 miniature 
Cities Service billboards with the train sets. By 
paying about 70¢ per 1,000, Cities Service thus 
joins a “Miniature outdoor advertiser” group which 
includes Allis-Chalmers, Underwood, and Corn 
Products Refining. 

When the 1960 Lionel line makes its official 
fall debut, Cities Service will be represented in 
“027” gauge. In 1961, under another one-year 
contract, Cities will be in both “027” and “HO” 
gauge. Also in 1961, Lionel will manufacture a one- 
dome tank car that will look more like the tank 
cars Cities Service actually uses. 

Also a possibility for the fall is Cities Service 
use of the cars in a pre-Christmas premium pro- 
motion. 

Several other toy manufacturers could offer deals 
similar to Lionel’s. A. C. Gilbert, for example, 
now sells both Gulf and Mobil tank cars, but has 
no contract with the companies. Revell Inc. offers 
no tank cars at the moment, but says, “We would 
be willing to take one on.” 

How effective will the miniature ad campaign be? 
Cities Service is optimistic. “With the exposure we'll 
get with Lionel trains, you can’t help but get the 
Cities Service identification across.” 
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Merchandising Memos 





Shell now sends a miniature news- 
letter, “The Shell Tab,” to credit- 
card holders. 


Standard Oil of California is 
testing consumer reaction to hav- 
ing consignee Chevron and Stand- 
ard stations all the same color. 
A cross-section of both (60 Stand- 
ard and 40 Chevron) types have 
been painted red, white, and blue 
to gauge acceptance. 


Shell will continue its “TCP” and 
“Cars Love Shell” campaigns 
through 1960. Seasonal self-liquid- 
ators will include a lantern for 
Spring, a bag of charcoal briquets 
for summer, and glasses engraved 
with N. Y. Giant football stars for 
the fall. 


Good news for the jobbers and 
smaller companies is the trend to- 
ward decentralization among the 
giant ad agencies. The move means 
more regional offices. A companion 
trend is the mushrooming of small 
“bright young men” agencies 
throughout the country. Most of 
these boys served their apprentice- 
ship in the big agencies. 


> Tidewater Oil’s “man with drive” 
ad theme will be continued through 
1960 with a slight change. The new 
pitch will be that the “man with 
drive knows power and gets it at 
a saving with Flying A.” 


Cities Service is supplying its 
dealers with a free 32-page book- 
let entitled “Planning Your Fi- 
nancial Future for Profit and 
Security.” 


>A ranch wagon has _ been 
awarded to Walter Ross, Stand- 
ard Oil dealer in Buchanan, 
Mich. Forty check cars visited 
Michigan dealers, grading deal- 
ers on performance of Standard’s 
11-point driveway service. All 
winning dealers received a cash 
prize and a try at the car. Dealer 
Ross was the lucky one. 


White and green plastic disks 
are being packed in certain cans 
of Cities Service motor oil. Deal- 
ers can redeem the disks for $1. 
Idea is to spur motor oil sales- 
manship. 


Texaco will continue to spon- 
sor the Huntley-Brinkley televi- 
sion newscasts through this year. 
The company took over sponsor- 
ship in June, 1959. 








INSIST ON VIKING 
PUMPS 


yy 


for top 
truck and | 


i 


transport 


service 


Specify Viking Pumps because you can depend upon them for efficient 
service and long life. Experience shows that in many cases, Viking 
Pumps are still going strong when trucks they’re mounted on are 


worn out. 


For complete information, write for catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, It's “ROTO-KING” Pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 
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No speed increasers required 
Connect the Viking truck pump 
directly to transmission through 
power take-off. 


VIKING TRUCK PUMPS 
ALSO GIVE YOU: 
© Fast, positive delivery. 


r) perpen beens sarc 
port locations. 8 positions. 


@ Integral thrust bearing of 
sturdy construction. 


e Either extra long packing 
_ box or mechanical seal. 


© Safety valve on pump head. 


@ Complete capacity range of 
35 to 300 gallons per minute. 
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For your own protection, check on safety standards. Here’s... 


How fo Fire-Safe Your Plant 


Because regulations are being upgraded all the time, the storage plant built 
a few years ago may include outmoded safety devices that spell trouble 


— FIRE MARSHALS may be giving your bulk 
plant or terminal a going-over soon to check 
safety equipment against present-day standards. 

The reason for this activity: National Fire Pro- 
tection Assn., of which marshals are members, is 
concerned over bulk-plant fire safety and is en- 
couraging marshals to check. local installations. 
NFPA says that since 1954, 41 firemen and one 
civilian have been killed, and more than 100 in- 
jured, in five oil-plant fires. 

You’d be wise to carry out suggested changes 
without delay. While the marshal is concerned about 
the safety of men he’ll have to send to your plant 
in an emergency, he’s also looking after your wel- 
fare. Doing what he says could avert a damage suit 
alleging negligence if a fire at your plant ended in 
death, injury or even property damage. The wrong 
decision could wipe you out. 


What Marshals Will Look At 


Based on what NFPA finds out from each oil- 
plant fire it investigates, fire marshals are likely to 
check your plant on these points: 

@ Size of emergency tank vents or flame ar- 
resters. Your vents or flame arresters may have 
been the proper size when the plant was built. But 
NFPA, learning from experience, upgrades its 



















standards frequently. So it’s possible your vents or 
flame arresters may not meet current standards 
(see table). 

e Location of vents and vent drains. Even if 
your vents or flame arresters are the right size, the 
location of this equipment may be out of step with 
what NFPA now advocates. It says vents and vent 
drains should be located so that any vapor, ignited 
as it leaves the tank, isn’t localized on any small 
area of tank metal. 

e@ Type of supports for horizontal tanks. NFPA 
frowns on the use of wooden or bare metal supports. 
Wood burns and metal can buckle. And as tanks 
fall, welds and seams can break open to flood the 
area with burning fuel. 

e Location of rack with respect to tanks and 
other buildings. NFPA says racks less than 25 ft. 
from any other building or storage put the potential 
point of fire origin closer to such exposures. 


These Are The Danger Spots 

Fire marshals will check these items because fire- 
protection design features may be out of date in 
many older storage facilities. 

Vents—Marshals know that improperly or poorly 
vented tanks, when surrounded by fire, build up 
pressure from boiling liquid faster than they can be 
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vented. If the pressure gets too high—and it’s hard 
to tell just when that critical point is reached—the 
tank will break a seam or weld, blow out the ends, 
or take off like a rocket. 

NFPA records back them up. In a Kansas City, 
Kan., bulk-plant fire last year, five firemen died 
when a tank let go. NFPA says, “Four 20,000-gal. 
tanks were equipped with 2-in. combination pres- 
sure-vacuum flame-arrester vents. The plant was 
installed in 1927 in accordance with standards of 
that date. All tanks failed from overpressure since 
undersized vents were unable to relieve adequately 
the vapors generated by the boiling liquid. Four- 
inch vents should have been installed.” 

NFPA says 10 firemen died in a Philadelphia 
fire in October 1954, when a pressure tank 
erupted “because of a plugged, inadequate-sized 
vent.” Four more firemen died in Highmore, S.D., 
in 1957 when an improperly vented diesel tank 
blew up. 

Vent Location—Even if tanks have proper-size 
vents, the location of the vents can cause trouble, 
says NFPA. NFPA adds that two firemen were 
killed in Galena, Md., in May, 1956, and 19 others 
died in Texas in July of the same year, when tanks 
failed because “flame impinging on the tank steel 
from burning vapors from the vent caused the metal 
to soften, with a sudden rupture of the tanks.” 
NFPA points out that tanks in the Galena blast had 
undersize vents, while those in Texas “were almost 
up to standard.” As the result of its findings in 
these two fires, NFPA revised its standard on where 
to place these vents. 


Tank Supports—NFPA prefers tank supports 
that can resist fire for at least two hours. That means 
covering bare-metal supports with concrete or using 
reinforced-concrete tank saddles. Says NFPA of 
the Kansas City fire, “It could have been much 
worse if the concrete saddles had not been pro- 
vided.” 

At the Galena fire, NFPA says one of the tanks 
crashed to the ground, then skyrocketed when the 
bare-metal supports buckled. “Luckily, no one was 
injured when that happened,” adds NFPA. 

Racks—Fire marshals will check the distance be- 
tween your rack and other buildings, because they 
want to make sure there’s enough room to maneu- 
ver if they’re called to your plant. 


Maneuvering room, NFPA says, is what firemen 
at the Kansas City blaze didn’t have: “They 
couldn’t get in close enough with their nozzles.” A 
13-in.-thick brick wall separated storage from the 
loading area, with little more than a truck width to 
spare. One wall of the rack was the rear wall of 
the service station on the property. When the last 
tank let go, it tore a hole through the storage wall 
and tore down one wall of the station. 

How to Keep Up—NFPA’s standards are ad- 
visory only, and are not law. But states have picked 
up NFPA’s standards and incorporated them in 
many codes, either directly or by reference. 
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Required Pressure-Relief Capacity of Vents 
(from NFPA No. 30, Flammable Liquids Code) 





If your Vents should And should be the follow size 
tank relieve this (diameter in inches of free circular 
pacity t of cu. openin ) for tanks operating at 
is: ft of free these q fferent pressures: 
air per hour: 3 in. of water psi 2% psi 5 psi 
1,000 25,300 4 2% 2 "”% 
4,000 99,500 6% 3% 3 2% 
18,000 139,000 9% 52 4% 3% 
25,000 166,000 10% 6 434 4 
56,000 253,000 12% 1% 5% 5 
100,000 363,000 15% 8% y 6 
155,000 458,000 17% 9% 7% 6% 
222,000 522,000 18% 10% 8% 7 
475,000 624,000 20 11% 9 T% 
735,000 680,000 20 Ww’ 9% 7% 
Unlimited 680,000 20 1’ 9% 7% 





Since it makes good business sense to keep up 
with NFPA’s standards, you can do it in one of 
three ways: 

1. Invite the fire marshal to inspect your plant 
at regular intervals. He knows what’s current and 
what’s not, and he can advise you accordingly. 

2. Buy copies of various NFPA Standards from 
the main office, 60 Batterymarch St., Boston 10, 
Mass. (See box for some titles and price per copy.) 
And because these booklets are revised regularly, 
it’s a good idea to get new copies each year. 

3. Join NFPA. Dues will cost you $15 a year, 
for which you'll get all NFPA Standards in six 
volumes of National Fire Codes (re-issued each 
year), Monthly Fire News (reports events of fire- 
protection interest and study of fires), and NFPA 
Quarterly (reviews important fires and lessons 
learned), plus other reading material. a 


| 

| 
What Standards Do You Need? | 
Miles E. Woodworth, flammable liquids 
engineer of NFPA and secretary of the flam- | 
mable liquids committee, suggests oil jobbers | 
stack these Standards in their business li- | 
braries: | 
No. 30, Flammable Liquids Code (60¢). | 
No. 31, Installation of Oil Burning Equip- 
ment (60¢). | 
No. 385, Tank Vehicles for Flammable | 
Liquids (50¢). | 
No. 395, Farm Storage for Flammable 
Liquids (35¢). 
No. 325, Properties of Flammable Liquids | 
(75¢). | 
No. 327, Cleaning Small Tanks (40¢). | 
No. 329M, Underground Tank Leakage 
(40¢). | 
No. 70, National Electrical Code ($1). | 
No. 10, First Aid Fire Appliances (60¢). 7 

| 
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"THIS ISA GIANT AIRCRAFT REFUELER.. 





















EMPTIES THIS GIANT AIRCRAFT 
REFUELER IN 8%0 MINUTES 


THE GORMAN-RUPP COMPANY * MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 





BUT ONE GORMAN-RUPP 6” PUMP {is aise 
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Can You Use Compact Diesels? 


Some light-duty and medium-duty diesel trucks are now available for 


possible jobber use, and more are coming. They cost and weigh more, 


but offer fuel savings, longer life. Here's a rundown 


GASOLINE and heating-oil jobbers will be hear- 
ing more about diesels for light-duty and medium- 
duty trucks in the months ahead. Increasingly, units 
are being put on the market that offer jobbers fuel 
savings and longer engine life. 

Light-duty trucks are those up to 10,000 Ib. 
gross vehicle weight (gvw); medium-duty trucks are 
10,000-25,000 gvw. These classes cover trucks do- 
ing door-to-door and city driving, 25,000-35,000 
miles a year, and intended for 6-8-year service. 
For jobbers, these types could include burner- 
service and station-service trucks, installation 
trucks, TBA and motor-oil vans or drays, and fuel 
delivery trucks. 

The suppliers of the smaller diesels are generally 
the same makers who have been doing well with 
the heavy-duty, over-the-road diesels. Through lo- 
cal and regional meetings of the Society of Auto- 
motive Engineers, these companies have begun to 
talk to major oil companies. 


What's Available in Small Diesels? 


A few compact diesels earmarked for this field 
are on the market, with more coming. Here’s a 
rundown: 

e@ Detroit Diesel has these engines available: 
(1) a 2-cyl. unit rated at 42 hp., (2) a 3-cyl. unit 
rated at 70 hp., and (3) a 4-cyl. unit rated at 
98 hp., which can develop up to 112 hp. 

e Ford Motor Co. is testing a 4-cyl. 110-hp 
job, and can supply an English Ford diesel of 
6 cyl. and 330-cu.-in. displacement. 

@ Waukesha plans a 4-cyl. 70-hp. unit. 

e@ Hercules is coming out with a 75-hp. engine 
with a precombustion chamber to reduce noise. 

e@ Cummins has a 6-cyl. 140-hp unit on the 
way for 2-ton trucks. 


How Are Diesels: Better? 


Majors are hearing that diesels can do anything 
with light and medium trucks that a gasoline-fueled 
engine can do, with some additional benefits, even 
do a better job in the lower ranges than heavy- 
duty diesels can. Proof: “Diesels in Germany and 
England outsell ‘gas’ engines,” says Earl R. Klinge, 
executive engineer of advanced truck product en- 
gineering at Ford Motor Co. 

He adds, “If fuel cost rise in the U. S., the 
trend to diesels will be the same as in Europe.” 
But why wait until that happens, especially when 
diesels can now come up with fuel savings of 35% - 
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65% over “gas,” maintenance savings of about 
30%, and longer life, Klinge asks. 


What Diesels Cost 


You'll pay more for a diesel than for a com- 
parable gasoline engine. “This additional invest- 
ment can be recouped in lower operation costs,” 
Klinge says. Discussing a hypothetical door-to-door 
delivery case where a diesel costs $1,000 more 
than a “gas” engine, where the unit runs 20,000 
miles a year, and where a 20% return on invest- 
ment is wanted, Klinge figures this way: 

e@ Initial investment can be recovered in 39,- 
000 miles, or close to two years. 


e@ Initial investment plus return can be recov- 
ered in 47,000 miles, or 2.3 years service. 

e@ Potential yearly saving after amortization is 
$500. 

On fuel costs, Klinge says an idling diesel uses 
one fourth the fuel used by a gasoline engine. 
“Generally, excessive idling is more detrimental to 
‘gas’ engines than to diesels,” Klinge adds. This 
should be a big point for heating-oil jobbers who 
estimate that about half of an engine’s over-all 
time is at or near idle (during pumping operations). 

A diesel is bigger and weighs more than a com- 
parable gasoline engine. Klinge says this differen- 
tial can be cut because you don’t need a diesel 
with the same rated horsepower as a “gas” engine. 
“You need more rated horsepower with a ‘gas’ 
engine to wind up with the same net horsepower 
as you get from a diesel,” he adds. That’s because 
on a diesel such components as fan, exhaust system, 
and generator don’t use as much horsepower as 
they do on a gasoline engine. 

Thus, to Klinge, a 132-hp “gas” engine and a 
110-hp diesel have the same “net” horsepower, and 
performance would be equal except at top speed. 
The “gas” job would reach 69 mph, the diesel 
would peak at 52 mph. “Speed in city driving may 
not be as important as it is in over-the-road use; 
torque may be more important,” Klinge points out. 

You get more built-in durability in a diesel than 
in a “gas” engine, Klinge says. 

Klinge admits diesels have some shortcomings. 
“The industry,” he says, “is working for lower 
engine and installed costs, smaller engines, less 
smoke and odor, and easier cold starting in medium 
trucks. Lower cost, wider speed ranges, less weight 
and size, and less vibration and noise are being 
tackled in the light-truck field.” 
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6-6-6 or 8-6-8 
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MORE SALES |/[\) LESS SPACE 


You double your gasoline island sales capacity 
when you use Gilbarco Twosomes...two pumps 
in the space of one... just 24 inches wide! 
Delivers one or two grades. Both hoses serve 
both sides. Giant billboard brand panels and 
super-brilliant lighting with a single 40-watt 


circular fluorescent tube...exclusive with 
Gilbarco...are two more reasons why more 
and more marketers are turning to Twosomes. 
For information about other reasons, write: 
GILBERT & BARKER MANUFACTURING COMPANY, 
West Springfield, Mass., & Toronto, Canada. 


The world’s finest petroleum marketing and 
handling equipment comes first from 
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to make the move to Valvoline... you with sales aids of all kinds . . . designed to ral 
catch the customer’s eye and put extra profit : 

V You get the help of a bright new package, in your pocket! ed 
designed for attention, impact and sales. ma 
Write, wire or call Valvoline today for all details in 
V You get the help of miracle Chemaloy .. . a on how you can cash in! 19, 
development of advanced research that makes de 
Valvoline the world’s most modern motor oil. i 
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V You get national magazine advertising, with wearer’ SPORTS st a 
full-color ads in Saturday Evening Post, News- : a ILLU - 
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VALVOLINE OIL COMPANY, Freedom, Pennsylvania, Division of Ashland Oil & Refining Company 2,0 
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Lubrication 


What Motorists Think About Oil Change 


The public generally accepts the 2,000-mile oil-drain interval, a new 
study shows. Nearly all oil companies have adopted API's standard 


T HE 2,000-mile oil-drain interval is here to 
stay. That’s evident from just a cursory read- 
ing of responses to a pilot research study on what 
the consumer thinks about motor-oil changes. 

The study was made by the public-relations firm 
of Jones, Brakeley & Rockwell Inc. for the motor- 
oil study panel of the API lubrication committee. 

Reporting to the committee’s meeting at Bedford 
Springs, Pa., Henry Rockwell, president of the firm, 
cited these consumer attitudes: 

@ The public has pretty generally accepted the 
2,000-mile oil-drain interval. 

e@ Drivers believing 4,000- or 5,000-mile inter- 
vals are all right are in the minority. 

@ With some motorists the 1,000-mile rule is 
firmly established. 


The decline in motor-oil sales underlying these 
attitudes is not new, Rudolph Cubicciotti of Sonne- 
born Chemical and Refining Co., chairman of the 
motor-oil study panel, pointed out. The ratio of 
motor-oil sales to gasoline sales has been dropping 
for more than 20 years. However, it’s been over- 
shadowed by the large increase in motor-oil sales. 


Is the 1,000-Mile Standard Gone? 


This report confirms what many oil marketers 
have known for some time—that the original 1,000- 
mile standard has been substantially superseded. 
But it also indicates that the excessive oil-change 
recommendations of some auto manufacturers 
haven’t impressed most motorists. 

The 1,000-mile oil-change interval, accepted as 
gospel for many years, lost its traditional place after 
World War II when some car manufacturers began 
recommending longer and longer intervals. Some 
ran as high as 5,000 miles. 

The average oil-change recommendation (weight- 
ed to reflect the relative numbers of the various 
makes sold each year) climbed more-or-less steadily 
in the postwar years to a high of 3,559 miles in 
1959 (See chart). For 1960 cars, the average has 
declined to 3,475 miles, tending to indicate, along 
with other signs, that Detroit is backing away from 
its longest recommendations. 

During the postwar transition period, with the 
oil industry still recommending 1,000-mile drain 
periods, confusion engulfed both consumers and 
service-station operators. 


To lessen the confusion as much as possible, a 
simplified oil-drain recommendation was approved 
by the API in May 1959: every 30 days in winter, 
every 60 days in summer, but never more than 
2,000 miles. 
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Averages are weighted to reflect the relative 
numbers of the various makes sold each year, 
actual in 1950-59, estimated in 1960. 
Source: NPN Factbook, based on car-owner's 
manuals. 


A survey in April of API lubrication committee 
niembers (representing an overwhelming majority of 
the motor-oil industry) showed 91% of oil com- 
panies have already adopted the new recommenda- 
tion and the remaining 9% intended to adopt it, 
Cubicciotti said. 

“While it is difficult at this early date to assess 
the results, it is encouraging that the Chrysler Mo- 
tors Corp. is now stressing 2,000 miles as an ap- 
propriate drain interval, and it can be hoped that 
the reasons which influenced them to change will 
influence others also,” he added. Chrysler used to 
recommend some oi the longest intervals. 


What Motorists Think 


The consumer study covered people of all ages, 
all income levels, and owners of all kinds of cars. 
The interview reports include the age, sex, marital 
status, income bracket, and make and year of car 
owned. 


While motorists generally recognize the need for 
oil changing, “it seems to be an almost universal 
feeling that ‘oil companies are out to sell oil—and 
you can’t believe all they have to say on the sub- 
ject of oil changes,’ ”” Rockwell said. 

But at the same time, many motorists either don’t 
read or don’t believe what the car manufacturers 
recommend. “We asked specifically whether the 
respondent had read his owner’s manual. Surpris- 
ingly few could remember what was recommended 
on oil change,” Rockwell told the group. 

The youth market is one the oil companies have 
neglected, Rockwell said. “There is evidence that 
they take care of their cars and that they even 
goad the ‘old man’ into good car-care practices. . . . 

We have driver education in our schools, and 
many precepts of good care are planted early.” 
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NPN Re eprinis 
You a pre 


Up-to-date, packed with solid information, these 
NPN reprints are a vital source of marketing 
know-how for you and your employes. Useful for 
orientation, training, refresher courses and pre- 
sentations. 


e Diversity: Seven Case Studies. A package of how- 
to-do-it studies on jobbers who have taken the diversi- 
fication route—the new pattern for oil-jobber growth 
in the Sixties. Tells what it costs, what to beware of, 
what to expect from representative sidelines. 24 pages 
—Reprint R23 


e Brand-New Guide to Jobber Estate Planning— 
Tailor-made for the indpendent distributor, but also 
valuable for the salaried manager or company repre- 
sentative. Packed with the latest tax-law facts. Sure to 
save you money, perhaps your business. 12 pages— 
75¢. Reprint R22 


e New Insights into Pricing—Special report on the 
“inside” aspects of pricing, including three important 
new independent surveys. Helpful briefing materials 
for new men, field reps, and everyone interested in 
prices. 12 pages—75¢. Reprint R21 


e New Forces in Marketing: How They Affect You— 
A handy 28-page package of three exclusive reports on 
new competitive forces in the 60s, published in NPN’s 
October, November and December issues. Tells how 
food and discount-house chains are getting into gasoline 
retailing, how to meet them, how to nail down your 
existing markets and build new ones. A must for every 
marketer. 28 pages—$1. Reprint R20 


e What’s Hot in Oil Heat—An information-packed 
report on the hottest, most successful sales-builders in 
oil heat today. 1* pages—$1. Reprint R17 


e What New Refining Trends Mean—lInvaluable for 
non-technical oil men. Explains terms and processes, 
tells how new developments affect marketing. Another 
key training aid. 12 pages—75¢. Reprint R12 


e How to Figure Gas vs. Oil Cost—A simple and 
lucid explanation of how to figure whether natural gas 
or oil is cheaper in your area. A vital sales tool. 2 pages 
—25¢. Reprint R15 


e Nine Ways to Outsell Gas Heat—All the ammuni- 
tion heating oil men need to strike back at their 
toughest competitor. 4 pages—25¢. Reprint R10 


e How to Sell Your City Council on a Permit—A 
step-by-step plan showing how to use available local 
statistics to prove stations are safe. 4 pages—25¢. 
Reprint R9 


e Trading Stamps—How to fight them, how to map- 
age them, when dealers should use them. Most com- 
prehensible study of its kind. 12 pages—75¢. Re- 
print R6 


Please order reprints by number. Prices quoted are 
for single copies; quotations for bulk orders avail- 
able on request. Write Reader Service Dept., Na- 
tional Petroleum News, 330 W. 42 St., New York 36. 
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Lubrication 


New Lube Additive 


Phillips claims its PDA cuts 
wear in stop-and-go driving 


PHILLIPS Petroleum Co. has developed a new 
lube additive which the company says holds sludge 
in suspension and reduces engine wear in low as 
well as high temperatures. 

Given the trademark PDA (Phillips Detergent 
Additive), it’s the featured ingredient in Phillips’ 
New Trop-Artic all-season motor oil. 


Phillips is using the largest advertising and sales 
promotion campaign in the company’s history to 
introduce New Trop-Artic. Included are four- 
color, two-page newspaper advertisments, TV and 
radio, billboards, and “mystery motorist” contests. 
A two-and-a-half hour show (live and on film), 
using main office and field executives and profes- 
sional actors, launched the campaign to Phillips 
jobbers and dealers. 


The new motor oil was road-tested under all 
types of driving conditions from desert heat to sub- 
zero for more than 2.2-million miles. Laboratory 
testing added the equivalent of another 750,000 
miles. Phillips said results show the product re- 
duces oil consumption, engine-knocking and mis- 
firing; gives more miles per gal. of gasoline and 
cleaner oil filters. The new additive’s “unique 
property,” Phillips emphasizes, “is its efficacy in 
go-stop-go city driving when the temperature stays 
low and rust and sludge tend to form in the engine.” 

Tests using radioactive materials showed a reduc- 
tion in piston-ring wear by as much as 35% com- 
pared with other multiviscosity lubricating oils, 
company engineers said. 

Phillips research in petroleum sulfonation led 
to the development of the new additive. The com- 
pany has built a plant in Kansas City to produce it. 


Outboard Lubes 


DX brings out two new products 
aimed at the boating public 


DX SUNRAY Oil Co. has developed two new 
products aimed at boating enthusiasts: DX out- 
board-motor gear grease and DX outboard-motor 
gear oil. They’re packaged in unbreakable plastic 
tubes with a special spout for servicing outboard 
gear units. They will retail for about 65¢ a tube. 

DX says the new gear grease is a high quality, 
adhesive, white, waterproof grease for lubricating 
lower gear units of outboard motors. The gear oil 
is an SAE 90 extreme pressure (Hypoid) gear oil 
designed to give maximum protection to under- 
water gears. 
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PUROLATOR announces its 1960 


"142000 


PRIZARAMA 


THREE BIG DRAWINGS—TWO FOR DEALERS, ONE FOR SALESMEN 








TWO VACATIONS FOR TWO in RIO,,.via VARIG AIRLINES 


Win a fabulous expense-paid vacation-for-two in the wonder 
city of South America... fly from New York to Rio de Janeiro 
via VARIG AIRLINES, the Jet Airline to Brazil. Spend 10 days 
at the famous GLORIA HOTEL in Rio. It’s a never-to-be-for- 
gotten vacation for two via VARIG AIRLINES! 





SEE ALL 2438 PRIZES ON THE FOLLOWING PAGES 
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No puzzles—no jingles—nothing to buy—no limit to entries 


DRAWINGS *1 & #2 
...FOR DEALERS 


Open to employees of service stations, garages, 
auto repair shops and car dealerships. 


HERE’S WHAT DEALERS DO: 


Dealer places a Purolator tag (air filter stickers also eligible) 
on the door jamb of a customer's car or truck. 

Entry blank is the removable backing. 

When the dealer has accumulated his entries, he inserts in an 
envelope and mails to contest headquarters. 


é Drawing #1 Includes all entries received by July 31, 1960. 

Drawing #2 Includes all entries received from August 1 

3 and postmarked no later than October 31, 1960 PLUS all 
non-winning entries from the first drawing. 


DRAWING *3...FOR SALESMEN 


Open to salesmen selling Purolator filters to 
service stations, garages, auto repair shops 
and car dealerships. 


Drawing #3 Includes all salesmen’s entries postmarked 
no later than October 31, 1960 


HERE’S WHAT SALESMEN DO: 


1. Give dealer Prizarama envelope as you 











2. Have dealer put his station stamp in the space 
provided on the back of the envelope and 
- complete the required information. This flap is 
how he enters you in the contest. 





3. Tear off and mail completed entries to sweep- 
stakes headquarters, P. O. Box 1606, New 
explain Prizarama to him. Be sure to contact York 46, New York. The more service stations, 
all your accounts whether they stock Purolator garages and car agencies you contact... the 
filters or not. more chances you have to win. See details below. 





All properly completed salesmen entries will take part in 
a separate $35,000 prize drawing under the supervision of 
the Bruce, Richards Corporation. Entries must be postmarked by October 31, 1960. 


The Standard Equipment Line 


PUROLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
‘Purolator’ and ‘*Super-Micronic’’ Reg. U. S. Pat. Off. 
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By DONALD MacDONALD 
What auto makers are 


doing on fuel cells 


THOUGH STRICTLY “blue sky” for 
the immediate future, fuel cells are 
being studied intensely by U. S. auto 
makers. 

Chrysler’s Dr. C. R. Lewis notes 
that “elimination of the lumped-up 
mass of engine under the hood by dis- 
tribution of power components around 
the vehicle could result in a car the 
size of a Volkswagen or Renault that 
would be as easy riding as an Imperial, 
and would out-perform the latter at 
speeds up to 60 mph.” 

The fuel cell is a device that takes 
hydrogen and oxygen and makes elec- 
tric current. 

One of the most advanced proto- 
types has been developed by Patter- 
son, Moos Div. of the Universal Wind- 
ing Co. It measures only 28x16x14 in. 
and can deliver three kilowatts under 
overload. This sounds good, but one 
kilowatt equals only 114 hp. At least 
30 28x16x14 Patterson, Moos fuel 
cells would be needed to equal the per- 
formance of a conventional Hillman 
Minx in traffic. 

Chrysler’s Lewis explains the dilem- 
ma: 

“Present cells are too large and too 
heavy for automotive installation by 
a factor of four. Not only that, but 
the cells that can now produce enough 
electricity to power a car operate 
under high pressure and high tempera- 
ture. Volatile fuels under these condi- 
tions introduce a definite hazard even 
in slight collisions.” 

On the bright side, fuel-cell effi- 
ciency is already more than double 
that of the internal combustion engine. 
Some 80% of what goes in is con- 
verted to useful energy. If an Olds- 
mobile engine were this efficient, you 
would get over 50 miles per gal. in 
traffic. In terms of money, even the 
cumbersome prototypes produce a 
kilowatt of energy for roughly 2¢. 

Fuels for the fuel cell are a prob- 
lem. Liquid hydrogen must be stored 
at 440 deg. below zero. In small quan- 
tities it evaporates faster than gaso- 
line. Hydrides, from which hydrogen 
is released by the addition of heat or 
water, are extremely dangerous unless 
the reaction is absolutely controlled. 
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Obtaining hydrogen from the cata- 
lytic decomposition of hydrocarbons 
is a possibility, but so far this can be 
done only at high temperatures. Ordi- 
nary denatured alcohol seems like the 
best bet now. Oxygen, in any case, 
will be obtained from the atmosphere. 

Another technical problem, claimed 
to be solved by Chrysler in a major 
breakthrough, is that of building elec- 
trodes with one-way porosity. The fuel 
and oxidizer must flow through them, 
but the electrolyte cannot flow back 


Automotive 


or the electrodes will flood and be- 
come inoperative. 

Despite the problems that must be 
overcome before fuel cells are con- 
sidered practical for automobiles, they 
remain, in the opinion of experts, very 
attractive. They’re potentially simple, 
economical, and have certain thermo- 
dynamic advantages. Dr. Lewis 
guesses that first applications will be 
on off-highway industrial vehicles 
where there are built-in safety factors 
and regular programs of maintenance. 
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SMALL 


CHANGE 
STOPS 


Noisy pumps are a nuisance. 
And, one of the toughest 





noises to solve is the one caused by 


cavitation... 


the result of ‘‘pulling”’ a liquid 


until it comes apart. This forms liquid voids (bubbles) that 
collapse with a bang when they hit high pressure at the pump 
discharge. Blackmer reduces this cavitation noise and 
vibration with a small but important design change (special 
grooves) in the cylinder which cause the bubbles to 

collapse more gradually and quietly. Extras like this make 
Blackmer pumps favorites of fuel oil dealers everywhere. 


Write for Bulletin 200. 






‘liquid materials handling'® equipment 


“BLACKME 


-R / truck pumps 


BLACKMER PUMP COMPANY, GRAND RAPIOS 9, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 
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y. y. HAND PUMPS" 


FOR FARMS - FACTORIES 





Fane a Rao At Re : 
» ROTABOY- 
COUNTER PUMP 
2 units in I 
Fast 20 g.p.m. Rotaboy PLUS 
built-in counter costs far less 
__ than pump with separate 
meter... . Floating rotor 
prevents sticking, jamming 
“or freezing . . . Furnished with 
Wilson-exclusive : 
Adapt-A-Socket. 


Seri es “300” 
DOUBLE ACTION 
PUMP 


Big Action at Low Cost 
Proven high-vacuum, 
double-action operation... 
super-durable Teflon 

piston ring. . . Delivers 

20 g.p.m. at 90 strokes. 


| Series “1600” 
‘oo TRANSFER PUMP 
Low Priced: Dependable 
Speedy 10 g.p.m.... 


ingeniously simple design 
.. Brass piston rod... 
Natural lever action. 





* Above models furn- 
ished with suction 
pipe, 3/4" x 10° 
rubber hose and 
brass nozzle 


SEND FOR NEW 
CATALOG 
-TODAY 









ESENTATIVES IN PRINCIPAL CITIES 


_M. WILSON'S SONS, INC. 


eae LANSDALE, PA. 
MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS: AND ROTAGOYS 
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WHY DO 
OIL MARKETERS 
READ NPN‘*? 








| MAKING |DEAS/ 


Ja 


** National 
Petroleum 


oll marketing-management 














BECAUSE IT’S FULL 
OF USEFUL MONEY- 





News The magazine for 
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W; ,. .. » MOST COMPLETE LINE OF OUTDOOR LIGHTING 


fluorescent, mercury vapor, incandescent fixtures, and poles 


Quality, one-day service, competitive prices, a complete line, and national distribution 
has made Whiteway the leader in the petroleum field 

A complete staff of lighting engineers are at your service for suggestions for either 
remodeling or new installations 





DIRECTO-LUME FLOOD FIXTURE 





FLUORESCENT ISLAND LIGHTS 
12 different styles 


STRIPLIGHTING 
4 to 8 ft. lengths 1 or 2 lamps 





\ 







INCANDESCENT 
SPOTLIGHTS 

5 styles 4%,” 
to 7” in dio 


! 






Loft 


mn 


FLUORESCENT WING FLOODLIGHTS 
6 styles, single and twin type 














o 
bad 
7 
a 
« + e 
GULL ISLAND FIXTURE MOUNTING BRACKETS 
completely adjustable - 15 different types 
se 
. 
e MERCURY VAPOR 
FLOODLIGHT 
: 400 to 1000 watts 
* 
FLUORESCENT FLOODLIGHT 
parabolic shaped reflector es 








to 18 in die 


FLUORESCENT FACADE LIGHTING 
with porabolic reflector 





o 

e 

e INCANDESCENT 
FLOODLIGHT 

. 6 styles 4% 

“« 

e 








e 
™ POLES 
e 20 types, round 
square, octagon 
e hinged, curved 
e and corrugoted 
WALL DISPLAY LIGHT 
4 to 8 ft. lengths e | 
ia 
s* 


Write for complete information and new products which are being added to the line all the time. 


WHITEWAY MFG. CO. + 1736 DREMAN AVE. + CINCINNAT! 23, OHIO 


— ot Gee ie REGIONAL OFFICES: AREA OFFICES: 
e. ; “ - CINCINNAT!, OHIO. BRAMBLE 1.2760 CHICAGO, ILL.. HARRISON 7.2718 
_—— — DENVER, COLO. TABER 5.7205 SA, OKLA. LUTHER 5.5958 
FT LAUDERDALE. FLA. JACKSON 3.4090 SAN JOSE, CAL, ANDREWS 4.5055 





MOUNTAIN LAKES. NW). DEERFIELD 4.2566 MANSAS CITY. MO. JACKSON 3.1544 
ROYAL OAK, MICH.. LINCOLN 6.9762 
CLEVELAND, OWIO, MAIN 1.715) 


WITH DISTRIBUTORS IN EVERY MAJOR CITY IN THE UNITED STATES 
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“WHITEWAY HAS SOLVED 
MY LIGHTING PROBLEMS. 


i 


You can now enjoy EXTRA PROFITS 
and LOWER POWER COSTS, 
immediately, thru Whiteway’s new, 
improved outdoor fluorescent service 
station lighting equipment credit 
plan. Mail the coupon below, 
NOW, for exciting details! 

"ee ean details of your new CREDIT PLAN 


for improved outdoor service station lighting equip 
ment to 


ATTENTION i 

NAME ‘ = 
ADDRESS 

CITY . Zone 
STATE 


WHITEWAY MANUFACTURING COMPANY 
1736 Dreman Ave. © Cincinnati 23, Ohio 
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HOTTEST PROFIT TUNE coast-to-coast when it’s 
sung by the GLOBE-UNION “chorus” 


Marketers can service every battery request with 
Globe-Union’s complete size/capacity line. The full 
line offers unlimited sales potential ...as well as the 
opportunity to influence customers and win friends. 

It includes every Globe-pioneered battery develop- 
ment: advanced styling and eye-appealing colors per- 
mit personalized, distinctive trademarks for greater 
merchandising allure; one-piece cover and thin-wall 
plastic case afford almost 100% more resistance to 
impact, plus 21% extra acid capacity; creative pack- 
aging of dry-charged batteries assures swift, safe point- 
of-sale activation with factory-fresh power. For further 
details on the talented Globe “chorus,” write today. 




















Maximum Opportunity for Sales and Turnover! You 
carry only 4 battery sizes, yet serve the needs of all 
customers. The M.O.S.T. system is a fast-pace plan that 
keeps your battery inventory at a minimum. Turnover 
is rapid, inventory investment lower, profit higher. Get 
complete facts and figures on the M.O.S.T. system by 
writing Globe-Union now. Ask for bulletin G-100. 





Fast, low-cost delivery from 15 strategically located 


Trouble-free installation! SURE- ; 
plants (14* producing dry-charged batteries). 


LOK* channels, plus SURE-GRIP* 
Hold-Downs in battery’s GRIP- 
RIDGE”, fit any M.O.S.T. battery 
into any size battery carrier — 
solidly, rigidly. This unique design 
is far superior to original equip- 
ment. And unitized-cover cases give 
broader power range. 

*Pot. No. 182109 


*ATLANTA, GA., “DALLAS, TEX., *EM- 
PORIA, KAN., *HASTINGS-ON-HUDSON, 
N.Y., *HOUSTON, TEX., *LOS ANGELES, 
CALIF., *LOUISVILLE, KY., *MEDFORD, 
MASS., *MEMPHIS, TENN., *MILWAU- 
KEE, WIS., OREGON CITY, ORE., 
*PHILADELPHIA, PA., *REIDSVILLE,N.C., 
*SAN JOSE, CALIF., ond *TAMPA, FLA 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 
If it's Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 





SPINNING POWss 





SPLiteseconD STARTING 
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Tires—Batteries—Accessories 





Roosevelt TBA Hearings: 
Majors Win Round Two 








@ At TBA hearings last December, major oil companies were accused 
of forcing retail dealers to sell only certain TBA equipment 


@ At their ‘day in court’ in April and May, majors squared themselves, 
but the last has not been heard. Here's how the battle went 








N WASHINGTON, Rep. James Roosevelt, (D. Calif.) 
I rapped his gavel, convening a session of the House 
small-business committee’s subcommittee No. 5, in 
the latest round of hearings on TBA distribution. 
Chairman Roosevelt addressed the audience: 

“In the committee’s desire to be eminently fair, we 
are giving the petroleum companies an opportunity to 
present their rebuttal to the charges made against 
them by the witnesses at the hearings last December. 

“We are striving at these hearings, as we did in De- 
cember (NPN—Feb. p129), to determine the true 
state of affairs with respect to TBA distribution. We 
are seeking to determine through all the resources 
open to us the truth or falsity of the charges made. 

“We hope that these hearings will be another step 
leading us to where the truth lies. If we are not satis- 
fied at the conclusion of these hearings that the truth 
or falsity of the charges made has been fully estab- 
lished, it may well be that further action will be 
taken.” 

Thus began the “day in court” for oil companies, 
an occasion to answer charges that they forced retail 
dealers to sell only certain TBA equipment under the 
threat of losing their leases. The complaints, had they 
been unchallenged and substantiated, would have gone 
a long way toward expediting passage of Roosevelt 
bills that would divorce oil companies from the TBA 
business. 

Two days later, after spokesmen for nine major oil 
companies had testified, Rep. Arch. Moore (R., W. 
Va.) voiced an opinion that drew support from almost 
all oilmen and from most impartial newsmen who 


heard and watched the hearings: 
“T think whatever case there was has now fallen.” 


Focus on Roosevelt 


To put in proper focus the Roosevelt subcommittee 
hearings of April 29 and May 1, a review of the back- 
ground is vital. Rep. Roosevelt has long demonstrated 
that he thinks too many retail service-station operators 
are ill-treated by major-company suppliers. 

An investigation in 1957, which received dealer testi- 
mony spearheaded by the National Congress of Pe- 
troleum Retailers, failed to offer sufficiently dramatic 
proof of the dealer allegations to stir much excitement 
in Congress for Roosevelt’s cause. Roosevelt, how- 
ever, personally suspected the oil companies were 
guilty as charged, and announced he would give them 
a one-year moratorium, during which time the com- 
panies were supposed to clean house of alleged bad 
practices. 

Even before the present 1959-1960 investigation, 
Roosevelt was indicating that the companies had not 
observed his warning. He chose the TBA issue as his 
prime target during this session of Congress and held 
the December hearings. Two groups—gasoline-dealer 
associations and automotive jobbers—testified at length 
against oil-company TBA distribution practices. 


First Witness: Richfield 


First witness in April-May hearings was Ralph U. 
Weeks, a retail salesman for Richfield Oil Corp. 
Weeks appeared to rebut testimony given in December 
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by John A. Touhey, executive secretary of the Cali- 
fornia Federation of Service Stations, who said Weeks 
had refused to let a new station lessee buy from the 
outgoing dealer various TBA items not sold or spon- 
sored by Richfield. 

All new Richfield operators, Weeks testified, are 
told that if they quit, the incoming dealer will “buy 
all of the gasoline, oil, and other merchandise sold by 
Richfield to the dealer at the current market price.” 

For nonsponsored goods, the outgoing dealer must 
make his own deal with his successor, Weeks said. He 
described his role during the inventory of a station in 
Santa Cruz, Calif., as “purely advisory” to the incom- 
ing dealer, D. L. Bible. 

The committee was given an affidavit by Bible 
which corroborated Week’s testimony, saying: “Mr. 
Weeks advised me that it was not necessary that I pur- 
chase anything I did not feel I wanted or needed, and 
that he could only offer advise or assistance. . .” Bible 
said in his affidavit that he did not want some of the 
equipment in the station. 

Weeks continued: “No dealer is required to buy 
anything from Richfield, even its petroleum products, 
and our contracts so provide. . . . The dealer can, and 
in almost every instance does, buy other merchandise 
which he sells at the station.” He told the subcom- 
mittee that United auto parts, sponsored by Richfield, 
are no more prevalent in Richfield stations than are 
other lines. 


en 


Pure Oil Strikes Back 


H. L. Moir, vice president of marketing for Pure 
Oil Co., gave the subcommittee written statements 
which he said “refute completely any accusation or 
suggestion that Pure employs coercion or threats of 
reprisal to force dealers to handle our products ex- 
clusively.” 

The charges against Pure, Moir said, were “nothing 
more than the reckless accusations of persons who 
have little or no familiarity with the true facts and 
would use this committee as a tool to eliminate a com- 
petitive element in the TBA field.” 

Don F. Phillips—In December, Don F. Phillips of 
Paul Automotive Corp., Lansing, Mich., testified that 
a Pure dealer in the area was notified that his lease 
was to be canceled, although the station had shown 
gallonage increases. Moir said he determined, by the 
process of elimination that Phillips was referring to 
dealer Frank Malcangi. 

Moir said the company in three years as canceled 
only one lease in the Lansing area. Malcangi leased a 
station from 1957 to 1959, Moir testified, and the gal- 
lonage sales showed a “substantial decline.” The new 
dealer in his first seven months averaged more than 
4,000 gals. per month more than the average deliveries 
to Malcangi. Moir noted that Phillips’ testimony made 
no claim of threats or coercion. 

John R. Stradley Jr.—Moir then tackled the De- 
cember testimony of John R. Stradley Jr., of Stradley 
Motor Supply Co., Titusville, Fla. Stradley had said 
that Pure would not allow Dick Brady’s Pure Oil sta- 
tion to stock radiator hose sold by Stradley. Moir’s 





answer: Pure never sold Brady’s “one single piece of 
radiator hose,” and, besides, Brady’s did not operate a 
radiator repair shop as the December witness said. 

Sylvan J. Mack—Next Moir came to Sylvan J. 
Mack, of M&L Motor Supply Co., St. Paul, Minn. 
Mack had complained in December that Pure took 
away the jobber account of Blomming Prairie Co-op 
and enabled the co-op to buy A-C products directly 
from the manufacturer at the jobber price. 

“The witness would have you believe that Blooming 
Prairie Co-op is a minuscule dealer in gasoline and 
automotive accessories and has no right to enjoy the 
privileges afforded a jobber,” Moir said. 

“For instance, it is reported by the witness that his 
jobber has only one bulk truck. Let us give you the 
true facts.” 

The basic organization had, as of Dec. 31, 1958, 
total assets of $366,000 and operated seven tank- 
wagon trucks delivering gasoline and other petroleum 
products, plus three pickups delivering canned mer- 
chandise, tires, A-C products, and other related items, 
Moir said. 

In 1959, he added, the co-op bought 4.3-million 
gal. of light petroleum products from Pure. The co-op 
sells primarily at wholesale, but does a substantial re- 
tail business, he said. It has two bulk plants for pe- 
troleum products and two warehouses for storing other 
merchandise. 

“The complaint is not against Pure but against the 
fundamental concept of marketing. . . . The position 
occupied by a wholesaler who enjoys a functional dis- 
count because he performs a function which entitles 
him to such discount.” 

Moir also recited a complaint by Mack that the 
latter’s company had lost a St. Paul, Minn., area 
dealer account for Prestone antifreeze because the 
Pure program would not allow the dealer to sell the 
product. Moir replied that, along with the private 
brands of One-Fill and Pure-Sure, Pure also sells and 
distributes Prestone. He said dealer orders for Prestone 
are gladly filled. 

Also, Moir added, Pure’s percentage of total anti- 
freeze-market sales in the St. Paul area had decreased 
substantially in recent years. 

Jack Kann—Next target for Moir was the Decem- 
ber testimony of Jack Klann, representing Klann Auto 
Electric Inc., Detroit. Klann had told of a local lease 
cancellation by Pure and implied that the cause was 
a refusal to invest in Pure’s Christmas decoration pro- 
gram. 

Moir said the station cited by Klann has been drop- 
ping in gallonage sales and that, in December, the 
company told the dealer that unless sales increased it 
would not be in the best interest of either party to con- 
tinue the relationship. But the lease has not been can- 
celed, Moir said, in hope that the station will yet be- 
come a healthy operation. 


How the Committee Responded 


Moir’s testimony was hailed by Rep. Moore, senior 
Republican on the subcommittee: 
“ . . The testimony by Mr. Moir has in each in- 





& 2. 2tsG@3; Congressman says Pure's rebuttal | at 
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stance presented absolute contradiction to several of 
the specific charges made against the Pure Oil Co. 

“I think we . . . the committee . . . have a responsi- 
bility that, if individuals are going to come before us 
and by virtue of their statements practically indict a 
responsible organization in the oil and gas business 
such as Pure, that we ought to certainly make it clear 
that we are not going to have our own leg pulled . . . 
that we expect them to be just as responsible as we 
are as a committee trying to solve the problem in- 
volved here.” 

Chairman Roosevelt indicated the subcommittee 
would want to contact Stradley, whose testimony was 
disputed by Moir, and check the discrepancies of the 
two accounts. He said the procedure for determining 
which version was correct would be decided by the 
subcommittee in executive session. 

“Any responsible committee would have not only 
the right but the duty to test the verity of affidavits 
submitted to the committee. And this is, of course, 
what we intend to do. . .,” Roosevelt remarked. 

Moir replied: “. . . I have got a hell of a lot more 
confidence in what our people do than in some of the 
charges that have been made against the company. I 
have to have. I would be a damned poor executive if I 
did not have.” 


Leases: How Many Years? 


Roosevelt expressed surprise at Moir’s assertion that 
Pure would prefer to put all lessee dealers on three- 
year leases, but that most operators prefer shorter 
terms. 

“This is one of those unexplainable things that I do 
not understand,” Moir said. “With all the fuss and 
furor about short leases, we find dealers reluctant to 
take a longer lease than one year in most situations.” 

Roosevelt: “Yet all of the dealer associations testi- 
fied before this committee time and time again that 
their membership, at least, is anxious to have longer 
leases.” 

Moir: “We do not understand this. If we have a 
good dealer, he has an option to have a three-year 
lease or a one-year lease. And there is no pressure put 
on him to sign either. But the facts speak for them- 
selves—the largest percentage of lessee dealers we 
have are on one-year leases.” 


How Mobil Replied 


Another oil-company spokesman who attacked the 
December testimony was Vernon A. Bellman, Vice 
President of Mobil Oil Co., Socony Mobil’s operating 
division. 

“I want to state categorically,” Bellman said to the 
subcommittee, “that Mobil Oil Co. does not coerce or 
intimidate dealers in any manner whatsoever. We re- 
sent accusations that show scant regard for the facts 
and that are damaging to Mobil Oil Co.’s good name 
and reputation.” 

December witnesses claimed an inability to sell 
TBA and automotive equipment to seven Mobil deal- 
ers due to “certain alleged practices by Mobil.” 

Bellman submitted some 10 affidavits by Mobil 
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absolutely contradicts several specific charges 


dealers which he said “completely rebut” the Decem- 
ber charges. He summarized several of the affidavits 
for the subcommittee; others are in subcommittee files 
and are not part of the public record because they 
were not read as testimony. 

Victor L. Toft—Bellman recalled earlier testimony 
by Victor L. Toft of Omaha, Neb., who said the L&M 
Mobil station in Newton, Iowa, could not stock Delco 
batteries because of pressure from Mobil. An affidavit 
by Morris Reynolds, operator of the station, said he 
was never pressured by Mobil or the TBA distributor 
to purchase any particular line. 

Other Toft testimony involved Ralph’s service sta- 
tion, Winner, S. Dak., operated by Ralph Pederson. 
The testimony was that a Mobil field man told Peder- 
son he could make it “plenty rough on him” if the sta- 
tion didn’t display and use Purolator filters bought 
through Mobil. An affidavit by Pederson said no Mobil 
representative had ever so threatened him. 

Charles Rodefeld—The Mobil witness also cited 
testimony by Charles Rodefeld of Richmond, Ind., 
that Mobil sold a tire change to Fred’s Mobil Service 
of Winchester, Ind., for $96.50 against a manufac- 
turer’s suggested retail price of $129. Two affidavits 
were submitted showing that the changer in question 
was second-hand equipment, and that the company 
had denied the dealer’s request for discounts off sug- 
gested retail prices for new equipment. 

Don F. Phillips—In another case, Bellman said a 
dealer cited by Don F. Phillips as under threat of 
lease cancellation by the company “is not, and as far 
as our records show, never was a Mobil Oil Co. 
lessee dealer.” He said the dealer named in Phillips’ 
testimony, Frank Verplank, was a lessee dealer of 
Morden Oil Co. in Lansing, Mich. The Morden com- 
pany, a former distributor of Mobil products, has had 
no relationship with Mobil for almost five years, Bell- 
man said. 


Only One Difficulty 


The Mobil testimony ran into difficulty only once 
during the presentation. Roosevelt had subpenaed Earl 
Pritchard, operator of Earl’s Mobil Service Station in 
Magnolia, Ark., but the subpena was quashed because 
Pritchard was ill. G. C. Morris had testified in De- 
cember that Pritchard had been told to remove from 
his shelves merchandise that did not bear Mobil’s 
name. 

Questioning by Roosevelt revealed that Mobil had 
taken an affidavit from Pritchard, but refrained from 
offering it to the subcommittee. Mobil counsel J. Ar- 
thur Kelly said that, after the company had obtained 
an affidavit denying any coercion or threats, company 
officials learned that a salesman in 1958 had com- 
plained about amounts of competitive TBA Pritchard 
was displaying. Because of the conflict, the company 
decided not to submit the affidavit, Kelly said. 

The Mobil counsel conceded that the salesman 
might have expressed displeasure at seeing a large dis- 
play of competitive merchandise. “I can also believe 
that Mr. Pritchard, in his subjective interpretation of 
that discussion, might have regarded it as a threat,” 
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TBA 2 ARINGS: Shell declares most complaints 


Kelly told the subcommittee. He said the salesman did 
not regard his action as threatening or coercive. 


Conflicting Testimony 


Roosevelt questioned the Mobil witnesses closely 
on the charges involving dealer Pritchard, who had 
given a Roosevelt staff member a statement which, 
Roosevelt said, was “completely contrary to the facts 
Mr. Bellman has stated to the committee.” 

Such third-party statements, uncorroborated in per- 
son before the subcommittee, were attacked frequently 
during the two days of hearings by Rep. Moore. 

Roosevelt answered that the committee had before 
it charges that individuals won’t testify “because they 
are afraid of reprisals.” 

But Rep. Moore was not satisfied. “We do violence 
to the basic concepts of an individual being con- 
fronted by his accuser and given an opportunity to 
hear the statements and accusations being made... . 
This is a reckless procedure.” 

Rep. William H. Avery (R., Kan.) agreed with 
Moore. “We are not living up to our full responsibility 
when parties are reluctant to come before the com- 
mittee and make statements,” he said. 


The Case for Continental 


C. J. Jameson, Director of TBA sales for Conti- 
nental Oil Co., told the subcommittee that Continental 
had hired an attorney to contact the various Conoco 
dealers mentioned in December testimony. Jameson 
gave examples of 10 affidavits rebutting the earlier 
testimony: 

Martin Hagedorn—Martin Hagedorn, operator of 
Hagedorn Conoco in Shenandoah, Iowa, said in an af- 
fidavit, that he gave a salesman for an automotive- 
products distributing company, Sidles, an order for 
DuPont Gas Guard but never received it. “I certainly 
did not refuse it. The Sidles company just never sent 
the order.” 

In December, Toft, vice president of Sidles, said 
the order could not be delivered because Conoco had 
told its lessees not to buy the product from that com- 
pany. 

Hagedorn said in his affidavit that he wrote the 
Continental division office in Lincoln, Neb., and of- 
fered to straighten the record on the disputed order 
after reading of Toft’s December charges. 

Biii Schmieding—Jameson, the Continental witness, 
also went into detail about December testimony in- 
volving the Bill Schmieding Service Station in Lincoln, 
Neb. He read from Schmieding’s affidavit that the 
dealer presently displays Sieberling tires in front of 
the station. 

In December, Toft’s testimony indicated Schmied- 
ing was not allowed to sell the tires, which are not 
sponsored by Continental, but had to rent an adjoining 
building to merchandise the tires. Schmieding said in 
his affidavit that he has continued to sell the Sieberling 
brand, and that Continental helped him obtain the 
lease on the extra building which he needed for stor- 
age. 








Robert K. Fry—Merle E. Minks, attorney for Gulf 
Oil Corp., gave the committee nine affidavits refuting 
charges made against the company in December. To 
check one of the affidavits, Roosevelt subpenaed a 
Gulf dealer, Robert K. Fry of Lansing, Mich. The 
subpena was served on Friday only the morning be- 
fore the hearings started. 

Testimony by Fry and counter-testimony by Don F. 
Phillips, recalled as a witness, led to one of the most 
confusing situations of the TBA hearings. 

Fry told the subcommittee Phillips was mistaken in 
thinking he, Fry, had troubles with Gulf over TBA. 

Phillips, following Fry to the witness chair, said 
Fry had asked him for a “clarifying” letter. Phillips 
answered he could not perjure himself and retract 
his testimony. Phillips did give Fry a letter, however, 
which read in part: “Our conversation was general 
in nature. . . . I believe you even told me that you 
could not truthfully say theat Gulf had ever actually 
coerced you.” 

But Phillips also testified that Fry told him that 
the December testimony was true although he, Fry, 
intended to deny it because he was “looking out for 
myself.” 

Phillips also submitted to the subcommittee two 
affidavits from employes of his company who said 
they had heard Fry protest TBA actions by Gulf. 

Rep. Avery questioned Phillips, and said few of 
the charges made in December could be vouched 
for by Phillips himself, who admitted he had heard 
most of the other complaints from his salesmen. 

Phillips, during his return to the stand, also was 
questioned about his charge in December concerning 
Frank Verplank, identified then as a Mobil dealer 
but later shown by the Mobil witness to have no 
relation with the company. “It must be another brand 
of gasoline. That is the only thing I can say at the 
moment,” Phillips said. 

Phillips also was asked about his testimony con- 
cerning a dealer who could not stock Delco batteries 
because of alleged company pressure. He said he 
had erred, that the station had changed hands, and 
that “the incident is correct, but the name is wrong.” 


Shell Brings Dealers 


J. H. Hall, general manager of Shell Oil Co.’s mar- 
keting department, brought several Shell dealers with 
him to the hearings to back up affidavits denying 
charges they had been coerced by the company. The 
dealers operate Shell commission stations in the De- 
troit area. 

“Most of these complaints come from disappointed 
competitors who would like to see their competitive 
lot improved, and who feel sure that the answer lies 
in legislative rather than market-place remedies,” 
Hall said. 

He said Shell dealers want no part of TBA sup- 
pliers whose product “turns out to be of inferior 
quality due to poor manufacture.” Some suppliers, 
he said, then leave a “very strong inference that this 
state of affairs was due to our somehow cocercing 
Shell dealers.” 
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come from disappointed competitors 


Sohio Testifies 


G. A. Pinkerton, salesman for Standard Oil Co. 
of Ohio, told the subcommittee that McMiller’s Sohio 
Service in Greenville, Ohio—cited in December by 
Charles Rodefeld—still has Rislone, a motor-oil 
additive, on display. Rodefeld had testified that 
McMiller had been told by Sohio the station could 
not sell the additive. Rep. Moore commented that 
Pinkerton’s statement “completely refutes the testi- 
mony by Mr. Rodefeld.” 


Esso Cites Its Commission Plan 


For Esso Standard, Robert H. Scholl, executive 
vice president, explained Esso’s commission plan (see 
page 113). There had been extensive December testi- 
mony that, particularly in Virginia, the company was 
trying to force local lessee dealers into taking com- 
mission stations. 

Hugh Vassar—One Richmond, Va., dealer men- 
tioned in the December hearings, Hugh Vassar, said 
he had been under pressure to convert his operation 
to a commission station but that the pressure had 
halted after dealer-association leaders took him to a 
meeting with Victor R. Hansen, then the Justice Dept.’s 
chief antitrust officer. 

Rep. Moore pointed out that Vassar still had his 
lease, that Esso testimony indicated no change was 
being contemplated, and that a route exists for 
dealer complaints—the Justice Dept. 

Fred B. Gordon—The subcommittee heard another 
Esso dealer, Fred B. Gordon of Richmond, Va., 
insist that an Esso representative told him the com- 
pany planned to place all high-gallonage stations in the 
area On a commission basis and that the “smaller 
ones would fall in line.” An affidavit given the sub- 
committee by T. H. Davidson, the Esso representa- 
tive, denies the remarks. 

John R. Dubose—Gordon told the subcommittee 
that Davidson did make such a statement. A third 
dealer witness from Virginia, John R. Dubose of 
Roanoke, told of his experiences as a commission- 
station operator and said: “It looks all right at first, 
but you get into it and you soon learn it’s not so hot.” 


Stancal vs. Touhey 


G. C. Briggs, testifying for Standard Oil Co. of 
Calif., said testimony by Touhey, the California-dealer 
witness, tried to portray “a deeply troubled situation 
with our dealers.” 

“That is not the case at all” Briggs said. He sub- 
mitted affidavits challenging Touhey’s testimony. 
Touhey referred to a dealer on the Tijuana border 
who, Touhey said, had been told to pay $750 a 
month on his parking revenue to Standard of Calif. 
or get out as a Chevron dealer. 

“The dealer in question is Lewis G. Stephens. The 
station pumped 17,000 gal. a month, not the 10,000 
gal. that Mr. Touhey stated. The dealer’s parking 
revenue is approximately $500 a month, not $1,500 
as Mr. Touhey stated; and the overbasic rent due 
to parking is $250 a month, not $750. 


a 
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“Fifty per cent of parking revenue is, by the way, 
the usual rent for parking lots, and is the rate we 
ordinarily pay to our lessors,” Briggs countered. 


Where Roosevelt Stands Now 


When the Roosevelt hearings closed, about the 
only subcommittee member still standing behind most 
of the December charges was chairman Roosevelt. 
The Republican minority of Moore and Avery was 
clearly unimpressed by the charges and found the 
company testimony largely vindicating. 

Rep. Tom Steed (D., Okla.) did not attend the 
hearings, but has not in the past supported Roosevelt’s 
bills or his attempts to prove the station operators 
were coerced and threatened. Rep. Charles Brown 
(D., Mo.) did not indicate by his few questions that 
he had formed any strong opinions on the subject. 

But Rep. Roosevelt is expected to continue with 
his investigation. He is expected to be re-elected this 
year, and once the political season is over he prob- 
ably will renew his efforts to find supporting evidence 
for his legislative proposals. Although the May-June 
hearings largely favored the oil-company position, 
Roosevelt intends to check several cases to determine 
the truth in conflicting testimony. 

As one nonpartisan observer said after the recent 
hearings, “The companies have drawn up about even, 
but they had better keep their guard up.” 




















MECHANICALLY -OPERATED 
=> REQUIRES NO ELECTRICITY 
i) SAFETY ENGINEERED 


Tested by leading Engine Manufacturers 
VIVID RED SIGNAL 


ACTUATED DIRECTLY by pres- 
sure drop across air cleaner 

RISES GRADUALLY to warn 
when filter is approaching 
efficiency limit 

LOCKS IN FULL VIEW when 
filter requires servicing 





No other like it! Operates in any 
position; can be mounted directly on 
air cleaner, at — manifold or 
dashboard. Desi; for all dry-type and oil-bath 
air cleaners on Diesel, gasoline or gas engines 
Simple, tamper-proof, "unfailing, inexpensive. 


Approx. 
Actual 
Size 


BACHARACH INDUSTRIAL INSTRUMENT CO. 
200 N. BRADDOCK AVE. © PITTSBURGH 8, PA. 


RUSH details on Engine Air Filter Service Indicator 


NAME 

COMPANY 
STREET ADDRESS 
CITY & STATE 














AF-28 


155 

















Circular Baffle 
(open bottom) 


Return Line (copper tubing) 


Control Line 


Door Operates Air Brakes 

















Float-Operated Pilot Valve 
Tank Vent 


—,. 





Balanced Emergency Valve 




















CVOY 


mpling Connection 











Bottom Loading and Unloading Connection Ff Manual Operating sii 


2'/2-in. Vent. 





Top of Tank 





-@ AUTOMATIC SHUTOFF SYSTEM is the 
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heart of Pure’s bottom loading. Cost: 
$94 ae 

@ BOTTOM LOADING thus becomes prac- 
tical for tank trucks in all kinds of 
service 
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Bottom of Tank 








A simple adaption of hydraulically balanced emergency valve is Pure’s key to... 


Low-Cost Bottom 


Loading 


Working with existing equipment, Pure Oil engineers seem to have 
hit the jackpot with a $94 device to control bottom loading 


COST LIMIT of $100 per compartment was 

laid down by Pure’s marketing-operations de- 
partment as a bottom-loading objective. With that 
as a starting point, the joint efforts of the general 
engineering and marketing-operations departments 
have resulted in a mechanism that’s so simple you 
almost think there’s a catch to it. Yet it’s loading 
aircraft fuel every day at 500 gpm at Pure’s Min- 
neapolis terminal. 


By FRANK C. STURTEVANT 
Equipment Editor 





Larger pumps will advance the loading rate to 
850 gpm without pipe or fitting changes. 

Cost of the bottom-loading equipment, if pro- 
duced in only moderate quantities, is estimated to 
run about $94 per compartment. If that estimate 
turns out to be well founded, it will mean that bot- 
tom loading has become practical for tank trucks 
in all kinds of service. In fact, that cost is low 
enough to convince Walter J. Talley, Pure’s mar- 
keting-operations manager, that his company will 
build no more overhead loading racks. 


Third Try—Pure tried bottom loading at two 
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other points before the Minneapolis equipment was 
perfected. The first was at Romulus, Mich., outside 
Detroit, and the second was at Norfolk, Va. At 
Romulus, two grades of fuel can be bottom loaded, 
while Norfolk is set up to bottom-load four grades. 
But at both points drivers must climb to the top of 
the older trucks to open the domes for venting dur- 
ing loading. 

Last July the latest refinements were installed at 
Minneapolis. While the Minneapolis equipment is 
presently used only in single-compartment trans- 
ports, results of 200 loadings indicate no problem 
in general application. 


What Is It? 


Heart of the Pure bottom-loading system is a con- 
trol device that operates the truck emergency valve. 
It consists of a modified Cla-Val float valve at the 
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Minneapolis installation embodies latest refinements. Drivers don’t have to climb on tank to open vent domes during loading 


top of the compartment, fed by a %-in. tube. At 
its lower end the tube taps into the upper chamber 
of an otherwise conventional 4-in. emergency valve 
of the hydraulically balanced type. 

The valve is a standard article made by the Phila- 
delphia Valve Co., spring loaded and connected 
direct to a 2'2-in. vent. (4#AA4215-1R) 

Equipment at the loading spot includes: a West- 
inghouse 10 H.P. motor, an Ingersoll-Rand Motor- 
pump; a 4-in. A. O. Smith meter with set stop and 
automatic temperature correction to 60 deg. F; 
4-in. Wheaton loading arm; 4-in. Avery Hardoll 
(Buckeye) self-sealing coupler. 

The loading arm provides a ground for the truck, 
so no grounding-clip is needed. Swing joints in the 
two-section loading arm accommodate the changing 
level of the truck as it fills. All of those pieces of 
equipment are standard, readily available items. 
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Loading arm provides ground, adjusts to changing level 


At the Minneapolis installation, Pure has in- 
stalled an underground drain adjacent to the load- 
ing spot. The practice is to drain any product left 
in the tank trucks by means of a large swing-spout 
funnel. Thus loading usually begins with an empty 
truck, although the system works equally well with 
a partly filled truck. 


How the System Operates 


The self-closing, nondrip coupler on the end of 
the loading arm has a mating half on the truck 
manifold. When these mated valves are coupled, 
fuel is pumped from storage through set-stop meters 
into the truck manifold. The pressure of the incom- 
ing product automatically opens the emergency 
valve and, in turn, the direct-coupled compart- 
ment vent. 

The reason the emergency valve opens under 
pressure from the incoming stream is that it’s un- 
balanced. The unbalanced condition is accom- 
plished by tapping the upper chamber of the valve 
with a %-in. tube. The tube extends to the top of 
the compartment where it is fitted with a float valve. 

As long as the compartment is empty, the float 
assumes its depressed position, keeping the tube 
wide open. The open tube keeps the emergency 
valve in the bottom of the compartment unbalanced, 
and product continues to flow into the compartment. 

When the compartment is full, the rising liquid 
raises the float, closing the float-valve orifices and 
shutting off the bleed line from the upper chamber 
of the emergency valve. 

That in turn puts the same pressure on the top 
chamber of the emergency valve as exists in the 
lower section. With balance restored, the added 
spring in the emergency valve closes it against 
the» stream. In closing, it also closes the direct- 
coupled vent. 

Unloading—When the driver is ready to dis- 
charge his load, he does it with the same emergency 
valve through which the truck was loaded. The 
valve has a conventional cable control system linked 
to a manual operator lever in the can box. When 








Pressure of incoming product automatically opens vent 


he operates the control arm to open the valve, the 
vent at the compartment top opens automatically. 
Thus there is never any need for him to be on the 
top of the tank either for loading or unloading. 


Development: Trial and Error 


Perhaps it goes without saying that a happy com- 
bination of orifice diameters, tube size, and the 
other features necessary for satisfactory results did 
not materialize out of thin air. The float was espe- 
cially troublesome though it works on a familiar 
principle. Many versions were tried before it was 
found that only a certain combination of carefully 
lapped surfaces and precise tapping would afford 
the right control for the float action. 

As yet no plans have been made for quantity 
production of the components of this bottom-load- 
ing system. But assuming the low-cast availability 
of the same or similar equipment, these are some 
of the possible effects seen by operations manager 
Talley: 

e Conventional loading racks won’t be needed 
any more. “We’ve built our last large overhead 
loading rack” is the way he puts it. 

e@ Some changes will be made in the next tank 
trucks for the Minneapolis terminal. It’s feasible, 
he believes, to regard your tank truck as a con- 
tainer—not a measure—and rely solely on your 
meters for measurement. Then you can dispense 
with capacity markers and hinged dome covers, and 
the driver won’t have to climb on top of the truck 
at any time for any purpose, eliminating that ac- 
cident hazard. 

Bottom-Loading Goal—When you’ve done that, 
you’ve accomplished all that bottom loading can do 
for you except possibly speed up loading rates. 

@ You save money by not building an over- 
head loading rack. 

e You have built in a spill-proof system. 

e By keeping your driver on the ground, you 
reduce the accident hazard and make his job easier. 

e And the way is open to as fast a loading 
speed as you want to build into the system. . 
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Diaphragm fluid seal 


.. . for gasoline meters is said to save 
money and time. Its four-piece assembly, 
with no machined parts, internal springs 
or washers, is claimed to cost less than 
the highly machined, seven-piece seal 
in general use. Seal Manufacturing Co., 
Bridgeville, Pa. 





‘Stamp Auditor’ 


. . is a device for dispensing trading 
stamps at service stations. Dial indicators 
show amount of each transaction, ac- 
cumulated totals of stamps dispensed 
and stamps left in the machine. Protects 


stamps from damage and eliminates 
counting. Stamp Audit Co., 102 N. Brand 
Blvd., Glendale 5, Calif. 


Improved end-lift 


. »» NOW Offers, at no extra cost, 10x2.75 
semi-pneumatic rear tires that permit 
easy movement of the lift over such 
rough surfaces as crushed stone or 
broken concrete. Re-styled front end 
eliminates sharp corners. Auto Specialties 
Mfg. Co., St. Joseph, Mich. 





Equipment 





Hose swivel 


. . - for fuel-oil delivery features a 
steel-to-steel ball bearing unit. OPW No. 
20 is used between the hose and nozzle, 
allowing nozzle to reach best tension- 
free position. Factory service program 
also offers rebuilt swivels at low cost. 
OPW Corp. 2735 Colerain Ave., Cin- 
cinnati 25, Ohio. 


Improved swing joints 


. of top-grade steel have frame-hard- 
ened dual raceways giving a maximum 
load moment of 50,000 pounds. Each 
swing radius has three special compound 
Chevron “V” rings. 

Made in 512 different sizes or styles. 
Wheaton Brass Works, Springfield Rd., 
Union, N. J. 





First Reynolds Prefab 


AN ALL-ALUMINUM PREFAB service station similar to the one pictured 
above has been erected for Southern Oil Co., a Shell jobber in Suffolk, Va. 
The 12 x 20 station (no lube bays) is made of four standard Reynolds Aluminum 
building products: V-beam roofing; acoustical ceiling; modified Reynolds Econ- 
omy Wall System 101; and Reynolds “Reynacore” bearing panels, used for 
interior walls. Reynolds can also supply prefab stations in a variety of colored 
exterior walls. 
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BRILLIANT “DAY-GLO” 
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LARGE SIZE" 
10” x 12” 








EMPRO PRODUCTS CO. 





357 McLean Bivd., Paterson, N. J. 


NEW YORK 


Gasboy' Pumrs 


For every size consumer- 
commercial account. 


LANCASTER TANKS INC. 
LANCASTER, N. Y. 








EDWARD JOY onoragegel 
905 Canal St., Syracuse, N. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory et omg) for 
Westinghouse, O Lincoln 
Neptune, oN ty af heey 
Air, Oil, Hydraulic and Gas’ 

Hose and ‘oupling Serv 
SALES—PARTS ENGINEERING SERVICE 
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E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 
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‘Gas Vendor’ 


. is the name of gasoline-pump ac- 
cessory that converts the pump at will 
into a coin-operated dispenser. Primarily 
designed for airports, boat docks, and 
fishing camps. Pumps may be manually 
operated during daylight hours and 
switched to coin operation at night. Each 
unit controls a pair of pumps, permit- 
ting customer a choice of two grades 
of gasoline. Price $395, F.O.B., Akron. 
Dial-A-Gas, 999 Kenmore Blvd., Akron 
14, Ohio. 





Gasoline register 


. consists of a bank of locked count- 
ers connected to a gasoline-pump com- 
puter. Each counter is assigned to a 
station employe and records his accu- 
mulated dollar gasoline sales for the day. 
Can be installed on new or existing 
pumps. Gas Register Distributing Corp., 
2030 E. Broadway, Tucson, Ariz. 
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All-Purpose Tank Trailer 


NEW 7,000-GAL. TANKER was built in Fruehauf’s Omaha plant for Scur- 
lock Oil Co., Houston. The single-compartment, double-conical tank design 
permits optimum drainage by concentrating payload residue above the outlet. 
Primarily for hauling crude, it can be converted to ICC steel-tank specifications 
for flammable liquids by adding emergency valves and vents. 
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Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 








wid Wheaton Type 682 
f*; on) Spring Balance 
7 Loading Assembly B 


This new loader combines long An economical, fast-loading 
range with great flexibility and assembly that is outstanding 
economy. Its 11 foot extension in shockless, flexible, easy 


ives 20 foot range between 0 f a operation. Single sprin 

lutele covers. Doslen load- ne 0 ese ne holds the ane 
ing, assembly remains in tank in operating position when 
amanats whew being held Wh t sading. wns is cmnaie. 
own; when loading is com- ea fe) a) en loading is completed, 
pleted, pre-set spring balance sliding tube is collapsed and 
carries assembly to any desired pre-set spring carries the 
angle from 10° to vertical. Does L d assembly to any desired 
not require a sliding tube. 0a ers angle from 10° to vertical. 


will exactly 
nr fill your needs 


Wheaton Type 682-B 
Spring Balance 
Loading Assembly 











Bape corner NRE om ae 
















Wheaton Type 683 
Spring Balance 
Loading 


This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
& great strength and flexibility. Em- 
? bodies the same single spring balance 
~ feature as Type 682. 





This loader has the same features 
and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 























Type 641 Spring Balance | assures great flexibility and balance 


Both the main counterbalance torsion spring and _— adjustments required for loss of spring life. This 
the snubber spring are made of the finest selected Wheaton feature is one of the most important 
S.A.E. 1065 tempered M.B. spring material, and developments in loading equipment—and one of 
in a recent independent laboratory test this unit the reasons why these precision loaders offer you 
was subjected to a three week actuation test of | so much more for your equipment dollars. Send 
approximately 18,000 - 120° movements, with no for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2”, 242", 3" and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England * Ljungmans, Malmo, Sweden 
Emco G.M.B.H., Allendorf, Germany ¢* Baza S.R.L., Buenos Aires, Argentina, S.A. * Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


oh» Wheaton 


the best by every standard 


June, 1960 * NATIONAL PETROLEUM NEWS 161 

















Mineral clay 


. called Oil Spunj can be spread 
¥ in. thick on wood, metal, or concrete 
to absorb. soluble oil, lubricants, acids, 
and chemicals. Special processing is 
claimed to give extreme bulk; high 
soluble retention; and large floor cover- 
age per Ib. Canfield Oil Co., Cleveland 
27, Ohio. 


Truck lamp 


. . . now standard equipment on all 
Fruehauf trailers has lens, bulb, and 
reflector sealed in one compact, replace- 
able unit. Rubber housing (patents pend- 
ing) is said to be so thoroughly in- 
sulated that each lamp has to be 
separately grounded. Fruehauf Trailer 
Co., Detroit 32, Mich. 


Sealless pump 


for handling hazardous liquids, 
has no mechanical seal, stuffing box, 
or gland. Motor and pump are com- 
bined in an integral unit. Built in two 
sizes with 1- or 1%%4-in. discharge; ca- 
pacity up to 110 gpm.; heads up to 
100 ft. Goulds Pumps Inc., 203 Black 
Brook Rd., Seneca Falls, N.Y. 








Improved nozzle 


é . has a larger main poppet and 
smoothed-out flow areas said to result 
in a 20% increase in flow. Other charges 
in the OPW No. 811 include smoothed- 
out external lines and the addition of 
a magnetic cap to hold gasoline tank- 
covers during filling. OPW Corp., 2735 
Colerain Ave., Cincinnati 25, Ill. 


improved lift 


. is better adapted to compact cars 
and unitized bodies. Width of the Rotary 
FP-46 swinging-arm lift has been re. 
duced from 36 to 26 in.; pick-up pads 
rotate full circle and adjusut to three 
heights to accommodate such cars as 
the Chevrolet Corvair; a formed steel 
arm in place of the usual solid stock 
makes the arms lighter and easier to 
swing. Rotary Lift Co., 1054 Kansas St., 
Memphis 6, Tenn. 


Hose reel 


. . for fuel-oil trucks has special el- 
bows that reduce head loss within the 
reel system. New connector flange per- 
mits fast hose mounting; cast junction 
box is vapor sealed; new micro-switch 
has vapor and moisture sealed push- 
button assembly. Ardmore Products, 
1835 Shermer Rd., Northbrook, Iil. 


Improved nozzle 


. . . for home fuel oil delivery has been 
redesigned for 10% faster flow rate. 
Other changes include larger wear lugs 
at both ends, and a square hanger hook 
that permits vertical entry in close-to- 
wall fillpipes. OPW Corp., 2735 Colerain 
Ave., Cincinnati 25, Ohio. 
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‘ Long Life Promotional Ideas 


a 


from OHIO THERMOMETER! 


thermometer selection kit. 


Name. iecakateebin 





Pirn..__$_____ - — 





Address 





City & State 


The OHIO THERMOMETER CO., 9 Walnut 
St., Springfield, Ohio. Please send me your 


Here are A FEW of scores of advertising thermometers, 
rain gages, and barometers manufactured by Ohio Ther- 
mometer. There are small thermometers and big ones— 
up to 39 inches... tube type thermometers and the dial 
type, too... thermometers for indoors — thermometers 
for outdoors... for wall or window. They are accurate, 
rust-resisting, and silk screened for long life. Re-distri- 
bution is easy, thanks to their individual packaging! 
Yes, nothing beats a thermometer for stretching pro- 
motional dollars, as hundreds of blue chip advertisers 
know. Everyone is weather conscious— everyone is ther- 
mometer conscious. Ohio Thermometers tell the temper- 
ature and your advertising story at the same time! 


Check into thermometer 
advertising. Colors and copy 
to your specification. Special 
sizes and designs obtainable. 
Drop shipments can be ar- 


oe ranged. Write for details. 


— : THE OHIO THERMOMETER CO. 


9 Walnut St., Springfield, Ohio 
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Literature ... 





Valve bulletin 


. covers Brodie series 500 control 
valves. Pages covering each valve con- 
tain photos, functional data, description, 
color-coded flow diagrams, and explana- 
tion of operation. Ralph N. Brodie Co., 
San Leandro, Calif. 


Compressed air 


. is the subject of a new booklet. 
Basic facts about compressed air are in- 
cluded plus data useful in selecting small, 
packaged compressors. Also covers com- 
pressor Oils, pipe sizes, wire sizes, termin- 
ology, and definitions. Jngersoll-Rand, 11 
Broadway, New York 4, N.Y. 


Conservation bulletin 


. . illustrate two tank-vent products. 
No. 6029 describes use of lump anhy- 
drous calcium chloride in vent line to 
remove moisture. No. 6017 describes an 
all-weather tank vent designed to keep 
gasoline under low pressure or vacuum 
at all times. Midland Specialties Co., 
4801 South on Richmond St., Chicago 
32, Til. 


Valve catalog 


. . » presents a line of bronze, iron, and 
forged steel gate valves; bronze and iron 
globe and angle valves; bronze and iron 
check valves; cast steel valves; and valve 
parts and accessories. Gives operating 
specifications, sizes, ratings. American 
Chain and Cable Co. Inc., 929 Connecti- 
cut Ave., Bridgeport 2, Conn. 


Equipment Suppliers . . . 





The Bettinger Corp., of New Millford, 
Mass., will turn out an undisclosed num- 
ber of prefab all-porcelain service sta- 
tions for Atlantic Refining Co. in New 
England. They'll be the first Bettinger- 
built units to be turned over to the cus- 
tomer as completely equipped ready-to- 
operate stations. 

ee . 

Potter-Weil Co. is the new name of 
the firm formerly known as Petromotive 
Equipment Associates, manufacturers’ 
agency located at 3821 N. Ashland Ave., 
Chicago 13, Ill. Principals of the firm 
are Frank J. Schissler, Chad J. Potter, 
and Richard A. Weil. 


s 

Granberg Corp., has named Canadian 
Meter Co., P.O. Box 470, Milton, On- 
tario, as its Canadian representative. 
Granco meters and pumps are being 
manufactured and stocked by Canadian 
Meter which has sales offices in Calgary, 
Vancouver, Regina, and Montreal. 


2 
Autoquip Corp. clocked 60,000 cycles 
in its non-stop operation of a Space 
Miser lift in a locked cage in Chicago. 
That’s estimated to be the equivalent 
of 40 years of service. 


Goodyear Co. stores are going after 
muffler and brake service with a free- 
inspection program promoted as a safety 
service. A pilot study in two cities, De- 
troit and Cleveland, showed 73% of all 
cars had defects in either the braking or 
exhaust system, or both. 


2s 

United States Rubber Co. has ar- 
ranged to market the Delco battery line 
in addition to its own U.S. Powerlife 
brand. Delco batteries are now stocked 


Equipment 


at all U.S. Rubber branches. B. F. Good- 
rich, Firestone, and Goodyear have pre- 
viously taken on Delco batteries in addi- 
tion to their own private brands. 

* 

The manufacture of metal cans was 
not always the low-cost, mass-production 
process it is today, says the Can Manu- 
facturers Institute. This year the can in- 
dustry celebrates its 150th anniversary. 
It was that long ago when plumbers 
began turning out metal cans by hand. 






















BON AC 


OILCO 


Spring- Maties | 


SIMPLIFY 


TRANSPORT 


LOADING 


Oilco Spring-Matic No. 450-AM provides all the 
elements for trouble-free loading, ease of operation, 
compactness, greater flexibility, less evaporation 


losses, and minimum cost. 


BASY OPERATION ® FLEXip, - 


RUGGED @ LEs¢ Ps 
| ORar 









IOn 












Loy, 
COs, 


No. 450-AM 
3” and 4” 


Available in different models and sizes 
to meet all applications 


Representatives in all leading cities, U. S. and Canada 


OIL EQUIPMENT MANUFACTURING co. 


3100 VERMONT AVE., LOUISVILLE 11, KY 
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Warner-Patterson has assembled a 
demonstration-type display for dealers 
that promotes spring cooling-system serv- 
ice. Two bottles of water containing 
metal samples are mounted side-by-side. 
One of the bottles also contains a few 
drops of a Warner rust inhibitor so that 
the water remains clear. A cloud of rust 
in the other bottle shows the value of a 
rust inhibitor. 

& 

Tidewater Oil Co., Eastern Division, 
put on a 60-day special sale for em- 
ployes during March and April. During 
that period employes could buy a maxi- 


mum of five tires, five tubes, and one 
battery for their personal use at 50% 
and 10% off list prices. And they also 
had the privilege of buying their tires 
and batteries on a budget plan. 


e 

Union Carbide Chemicals Co. is plug- 
ging May 16-22 as Cooling System Main- 
tenance Week. A publicity campaign is 
under way urging motorists to drain 
antifreeze and have a complete cooling- 
system check before hot summer weather 
arrives. The company is making seven 
16 mm. movies, animated cartoons, and 
slide films available for sales meetings. 











The Compressor 
is the heart 


of your business 


















ae 











Over a half century of 

engineering progress is 
built into every Kellogg- 
American compressor. 
This is only one reason why 
we are a recognized leader in 


Equipment People . . . 








the compressor field. Kellogg- 
American produces over 250 
different standard models, 4 
thru 20 HP. Yes, keep your busi- 
ness ticking with the profitable op- 
eration of auto-service departments 
and service stations with Kellogg- 
American compressors. For trouble- 
free performance, let the company that 
serves major industries serve you. 


*What are your needs? For full details on how compressed air 
can make your job easier, save you time 


and money, write to: 


KelloggAmerican 


DIVISION SCAIFE COMPANY - PITTSBURGH 35, PA. 













Walter C. Gum- 
mere has _ been 
named general 
manager of Plasti- 
Line Inc., outdoor- 
sign manufacturer 
of Knoxville, Tenn. 
Following _indus- 
trial engineering 
and production ex- 
perience with Col- 
gate-Palmolive Co., 
Gummere served as 
general superintendent of Rich’s Inc., 
Atlanta, and on Rich’s board of directors. 
Prior to joining Plasti-Line, he was as- 
sociated with Montgomery Ward on cor- 
porate staff assignments and with Mont- 
gomery Ward field operations in Kansas 
City. 


Gummere 


Charles H. Hahn has been named 
vice president and general manager of 
the tire division of the Dayco Corp., 
formerly known as the Dayton Rubber 
Co. Hahn was with Firestone for 25 
years, most recently in management 
posts at the home office in Akron. In 
his new post with Dayco, he will have 
charge of tire sales, merchandising, and 
distribution nationally, and will also be 
in charge of tire manufacturing and 
development. 

© 

Arvid E. Halla is the new eastern 
sales representative for Globe-Union bat- 
teries. He was formerly service repre- 
sentative on the West Coast. In his new 
post, he will make his headquarters in 
Philadelphia, and will handle all private- 
brand sales activities in middle-eastern 
states. 

* 

Charles K. Aaron has been made as- 
sistant to the president of Wayne Pump 
Canada Ltd., Toronto. He will assist in 
managing Wayne’s Canadian operation. 
He was formerly assistant export man- 


ager. 





Hoover 


e 

David W. Lynch has been named gen- 
eral sales manager and Donald R. Hoover 
assistant sales manager of Vulcan-Asso- 
ciated Container Companies Inc. Lynch 
was previously sales manager of nationa) 
accounts for an associated company. He 
is located at the executive headquarters 
in Birmingham, Ala. Hoover has his 
office in Bellwood, III. 


164 NATIONAL PETROLEUM NEWS °¢ June, 1960 











sors, 
velo; 
emp 


R 
presi 
of B 
is a 
merr 
Soci 
1952 


F. 
repre 
Chic 
intro 





shop 
vice 

serve 
bustic 
trade 


Ww. 
Dalla 
Mete 
by th 
mana 
Balen 
Texas 


He 
name 
Co. fi 
headq 
memt 
keters 
equip 
his di: 


R. 
ager | 
of “A 
ica. } 
pany’s 
He is 
sales 
systen 
dustri 


June, 


Equipment | 


Frank J. Fay, 
western sales man- | 
ager of the canning 
machinery division | 
of Food Machin- | 
ery and Chemical 
Corp., died on 
March 29, at the 





age of 62, ina San \ Sove time... Save storage spoce with these new Searle Nozzle 
Francisco hospital. fy vy . Repair Kits. Each kit contains most commonly replaced items .. . 
During his 45 year a = oon for quick easy repair. 





wo SEARLE also make a complete line of gaskets & packings for Service 
ot \ pt 
Station dispensing & hydraulic equipment 


tenure with FMC | 
and its predeces- ¢ 
sors, he contributed many machine de- z 
velopments and applications that are = 
employed throughout the industry today. 
2 


Robert H. Glanville has been elected 
president of Proportioneers Inc., division 
of B-I-F Industries of Providence, R.I. He 
is a graduate of Cornell University and a 











* a) 
rr Write for 
complete 
information 


earle LEATHER & PACKING CO. , P.O. Box 32188 
2105 N. Marianna Ave. Los Angeles 32 








member of the Providence Engineering 
Society. He has been vice president since | PERFORMANCE of a REMOTE SYSTEM 
1952. | ; 
id 
F. A. Gierach has been named Illinois | Depends on the 
representative for the Autoquip Corp., | : sa 
Chicago manufacturer that has recently | ‘eS ame pump motor 
introduced a line of automotive lifts. —=— ote unit which 
e 7) . ao 
E. Don Tull has | — delivers 
been elected presi- | A ul the fuel... 
dent of Cummins | = : “ 
Engine Co. Inc., aw —— 
diesel-engine man- | ~~ 
ufacturer of Co- | “aah 
lumbus, Ind. He | = ae 


succeeds R. E, « 
Huthsteiner, who i x 


resigned in Febru- 






































| 
il 
ary. One of the 
firm’s first em- | 
ployes, Tull started : 
Le in the Cummins | = 4 
shop in 1928. He has been executive | = 
vice president since 1955, and in 1956 | 
served as president of the Internal Com- | Wy ne ; 
bustion Engine Institute, the industry’s | — ‘yee: 
trade association. =. 
‘ . > ie 
W. A. Balendonck has been named y 


Dallas district manager for Neptune 
Meter Co. He fills the vacancy caused 
by the recent death of former Dallas 
manager George W. Cissma. Since 1954 6 
Balendonck represented Neptune in 





Texas and Oklahoma. >i aac p 
* O O O Qj QO 
Herschell M. Southard has been | a P D 
named district manager for Wayne Pump | D 


Co. for North and South Carolina, with 
headquarters in Columbia, S.C. He is a 
member of the Palmetto State Oil Mar- 
keters Assn., and has been in the oil 
equipment business in Columbia since 
his discharge from the Air Corps in 1946. 





For the smallest to the largest pumping in- 


e stallations, only Franklin’s rating range of 
R. J. Buchanan has been named man- horsepower is adequate to power pumps 
“94 of the a i ero with precise matching of power requirements 1/3 
of “Automatic” Sprinkler Corp. of Amer- . . 
ica. His headquarters are at the com- to pumping capacity. THROUGH 
pany’s home office in Youngstown, Ohio. 5 


He is in charge of development and i HORSEPOWER 
sales of fire protection and prevention Prantelin Electric C I ; 

systems for the petroleum and other in- Oy ANC. Ff 

dustries involved with special hazards. BLUFFTON, INDIANA 
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Equipment 


George Dorland has been named sales 
manager for Roper Hydraulics Inc., pump 
manufacturer of Rockford, Ili. He joined 
Roper in 1957 following a career as 
salesman and engineer in machine tools 
and heavy industrial equipment. 


Whiteway Cuts Price, 
Offers Time Payment 


IN A TWO-WAY move on the light- 
ing-equipment front, Whiteway Manu- 
facturing Co., Cincinnati, recently cut 
prices 10% on all fixtures and com- 
ponents and brought out a time-pay- 
ment plan. 

Whiteway says it has built and 








equipped the necessary facilities for 
mass production of outdoor station- 
lighting equipment, and that the price 
reduction is the logical result. 

An incidental result is a new pro- 
gram of shipping all orders the day 
after receipt. 

At the same time, Whiteway has 
arranged for time-payment financing 
of fixture purchases through the Gen- 
eral Electric Credit Corp. The plan 
is available to all owners of station 
properties through oil-equipment job- 
bers who handle the Whiteway line. 





HOT WATER 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 






¢ Cuts operating costs 
© Builds extra business 


AGA 
APPROVED 


\ 
SAFE — WALL- 
MOUNTED — 
Fits anywhere, 
no platform 
needed. 











Tne ASCOT gives a t flow 


of hot water instantly — as you SPEEDS WASH- 
need it, no wasteful tank storage. ING — cuts de- 


Saves floor spoce, can be wall 
mounted anywhere without rein- 
forcements or special platforms. 
You Save $75 to $100 on every job. 
You save again — every day in 
heating efficiency, low operating 
cost and long, long heater life. 


VWASCOT 


GAS WATER HEATERS, INC. 


222 W. Pittsburgh Ave., Milwaukee 4, Wis. v 
SOUTHERN STATES: Southern Heater Co, 844 Baronne St.. New Orleans Pate 
PACIFIC COAST: Equipo Sales, Inc., 1238 NW. Glisan St., Portland BROCHURE 


A Radiation Company with offices in London, Sydney, Montreal and Milwaukee 
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A COMPARATIVE newcomer to the service-station field, Bettinger Corp., Mil- 
ford, Mass., has sold an undisclosed number of all-porcelain prefabs to the 
Sun Oil Co. First units have been built in Chicago, Ft. Wayne, Detroit, and 
Toledo. Bettinger acquired the packaged service-station business late in 1958 
from the Avco Manufacturing Corp. 






Built for fast, 
cost-saving deliveries 





TIME SAVER: 


ROPER series 3000 rruck puMP 


40 TO 300 GPM * PRESSURES TO 100 PSI 


Time is money! And speedy Ropers help keep de- 
liveries on schedule because they make short work 
of liquid transfer . . . their rugged, service-proved 


construction makes them highly dependable for day- 
in, day-out heavy duty operation. There’s a Roper 
in the size to fit your needs, whether pumping thick 
or thin clean liquids. Next time — specify Roper! 


ROPER 


ROTARY PUMPS 


Roper Hydraulics, Inc. 


COMMERCE, GEORGIA 
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Dowgard is offered as all-season, one- 
year fluid, selling for $8-$12 a car 


Corvair plug 


. added to the Champion line, and 
identified as UL-IS5Y, has an auxiliary 
gap said to minimize fouling tendencies 
due to carbon deposits. Plug has pro- 
jected core nose design, attached gasket, 
heavy chrome-nickel electrodes. Cham- 
pion Spark Plug Co., 900 Upton St., To- 
ledo 1, Ohio. 


Timing light 

. with lightweight, high-impact case 
and pistol grip, flashes only when switch 
is pressed and is said to throw a brilliant 
beam easily seen in lighted areas. Offered 
in a package including a Bronson spin- 
cast fishing reel. Electric Autolite Co., 
Toledo 1, Ohio. 











| 


TBA Suppliers .. . 








Ashland Oil & Refining Co. has ap- 
proved a Pullman Vacmobile with an 
Ashland emblem. Pullman is offering the 
cleaner to Ashland dealers complete 
with a merchandising kit. The promotion 
material suggests ways to use free-vac- 
uum-cleaning service to draw customers 
and to detect TBA needs. 

e 


Arvida Oil Co., newly organized in- 
dependent oil marketer of Boca Raton, 
Fla., will handle the B. F. Goodrich 
TBA line in the stations it is presently 
building. 

o 

Prestone car polish is getting heavy 
television promotion this season. Short 
demonstration-style commercials run 
daily in a group of metropolitan markets. 
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Tires—Batteries—Accessories 





Rayco Manufacturing Co. is now in 
the tire business with a Rayco brand 
nylon tire at $15.95. 

° 

The Coats Twin-air tire changer, sell- 
ing at $269.50, is now being sold by the 
Jack P. Hennessy Co. with a trade-in 
allowance for old tire changers of any 
make or model. 

2 

Scott Paper Co. is promoting the use 
of its “Perf-embossed” windshield wipers 
for car waxing. Two or three wipers are 
said to be ideal for polishing. 

@ 

Purolator has launched another one of 
its Prizerama campaigns to run through 
the summer. Dealers send in paper backs 
from Puroltor door-jamb stickers to par- 
ticipate in a series of drawings for 10- 
day trips to Rio de Janeiro, Lark sedans, 
mink coats, swimming pools, and a long 
list of lesser prizes. 

& 

Dunlop has invented a low-cost, limit- 
ed-service spare tire assembly. It’s a nar- 
row-section, tubeless tire, with steel disc, 
that’s less than an inch thick before in- 
flation. May be inflated from a carbon- 
dioxide bottle supplied with the unit. 

. 

Ammeo Tools has developed a new 
brake bleeder adaptor that handles all 
1960 Ford cars which use a new-style, 
master-cylinder cap resembling a Mason- 
jar cap. 

- 

Bison Manufacturing Corp., the newly- 
formed Buffalo maker of tire and TBA 
display units, has made arrangements for 
national representation by Bill Green, 
Jack Allman and John Bodenhamer of 
TBA Associates, Indianapolis; and with 
Eddie Hazeltine of Promotional Sales 
Inc., Newark. 


EVER-TITE COUPLING CO. INC 
254 West 54th Street New York 19. N.Y 
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Firestone has taken on the complete 
United Motors Service line. In addition 
to Delco batteries added a year ago, 
Firestone now offers service stations 
Delco-Remy electrical parts, Rochester 
carburetor parts, Packard cables, Harri- 
son thermostats, Delco shock absorbers 
and brakes, New Departure bearings, and 
Moraine gasoline filters. 

© 

Globe-Union will build another bat- 

tery plant, its sixteenth, at Geneva, IIl., 


at a total cost for land, plant, and equip- 
ment of about $2,000,000. 





Standard of Kentucky has added Far- 
ber-Rite seat covers to its TBA line. 
Dealers have been advised that a new 
super-stretch material in Farber-Rite cov- 
ers makes it possible to fit 85% of all 
1949-60 cars with only two sizes. 

. 


Richfield Oil of California, first major 
oil company to sponsor tuneup and brake 
service training for dealers, has started a 
carburetor service course. Dealers are 
learning how to clean, adjust, and make 
light repairs and how to recognize at 
once any need for major repairs. 





NEW COUNTING PUMP 






for 
petroleum 
products 


series 


988 


High Vaewum + Double Action - Up to 15 CPM. 


Here in one package Tokheim gives 
you a new, low cost, high-vacuum, 
hand pump with an efficient counting 
device. Pump is similar to famous 
Tokheim 688 models now in use, 
delivering on both forward and back 
strokes, but operates with one instead 
of two diaphragms. Yet it functions 
smoothly up to 15 gallons per minute, 
and will withstand rugged use. Clear- 
View Counter is calibrated to the 
stroke of the pump and provides es- 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
Fort Wayne 1, Indiana 


1650 Wabash Avenue 


sential gallonage figures for user’s 
records. It counts up to 100 gallons 
per fill and totalizes up to 10,000 
gallons, measuring on full or partial 
stroke. Pump .has vacuum breaker, 
stainless steel valve assemblies, self- 
adjusting suction pipe, removable suc- 
tion screen, locking device and many 
other features. Write for catalog. 


Clear-View Counter may also be used 
with Tokheim Model 688 hand pumps. 


SYMBOL OF EXCELLENCE 













Subsidiaries: Tokheim international A.G., Lucerne, Switzerland; 
GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto 
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Cooper Tire advertising has been ex- 
panded on all fronts. The Cooper name 
is showing up more often in national 
consumer media while local newspaper 
and radio campaigns are noticeably 
heavier. 


Purolator’s Schick razor premium turn- 
ed out so well, vice president Jim Light- 
burn decided to give it a little more 
scope. Now dealers can specify a Schick 
Ladies’ shaver with their $41.14 cartridge 
assortments. 


McCreary Tire and Rubber Co. plans 
a new camel-back plant on a site be- 
tween Lexington and Red Bank, N. C. 
Construction on the new $900,000 plant 
starts this summer and when completed 
will include a warehouse and distribution 
center. 


TBA People... 





J. Patrick Kane 
has moved over 
from AC_ Spark 
Plug to United 
Motors Service 
division of Gen- 
eral Motors, in 
charge of national 
accounts. _Begin- 
ning as territorial 
sales manager in 
Toledo, Ohio and 





South Bend, Ind., 
Kane moved up 
through a series of posts in_ sales, 


merchandising, and sales promotion. In 
1958 he handled specialized marketing 
activities, working closely with oil com- 
panies distributing AC spark plugs and 
oil filters. 


Thomas G. Ty- 
nan has __ been 
named group sales 
manager of the 
Grant Storage Bat- 
tery Div. of Elec- 
tric Storage Battery 
Co. Grant operates 
through eleven 
branches in 16 
Midwestern states, 
with headquarters 
in Minneapolis. 
Tynan has_ been 





Tynan 
with the parent company in Philadelphia 
since 1920. He is chairman of the mar- 
keting committee of the Assn. of Ameri- 
can Battery Manufacturers. 


Peter S. Innis and Richard Michalek 
have been named regional managers in 
the national accounts division of Fram 
Corp. Innis, a former field engineer and 
district manager, will be based in Hous- 
ton. Michalek will cover the northwestern 
states, making his headquarters in San 
Francisco. 
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Ray I. Pratt has 
been __ transferred 
by Skelly Oil Co. 
from East Peoria, 
Ill, to become 
TBA supervisor of 
the Chicago sales 
division. He suc- 
ceeds Harl T. Pal- 
mer who was re- 
cently transferred 
to Skelly’s Kansas 
City marketing 
headquarters to be director of petroleum 
sales training. 





e 

Edwin J. Lewis has been named field 
sales manager of replacement tire sales 
for B. F. Goodrich. He was formerly 
merchandising manager. With the com- 
pany 30 years, Lewis started as a sales- 
man in Chicago. He was for some years 
manager of petroleum company sales. 

4 

In a_ shift of 

three men in the 

antifreeze depart- 
ment of Union 
mer who was re- 

Carbide Consumer 

N. Sigovich has 

been named to the 

newly created post 
of merchandising 

manager; W. P. 

Fischer becomes 

Van Winkle his assistant; and 
C. J. Van Winkle takes over as manager 
of national account sales. 

For the past four years Sigovich has 
been manager of new products develop- 
ment; Fischer was formerly manager of 
national accounts sales; Van Winkle was 
most recently assistant manager of dis- 
tributor sales. 





Donald A. Maize has been transferred 
from Cleveland to New York as regional 
manager of replacement sales for AC 
Spark Plug Div. His successor at Cleve- 
land is Clawson A. Wilder, former zone 
manager at Charlotte, N. C. Maize was 
formerly sales promotion manager and 
merchandising manager before moving 
into the field, first as an assistant, and 
then as a regional manager. 

* 

V. L. McCarn has been named west 
coast regional manager for Gould-Na- 
tional batteries Inc. McCarn was previ- 
ously Oakland division manager. He will 
make his headquarters in Oakland. 


= 
Michael G. O’Neil has been elected 
president of General Tire & Rubber Co. 
He succeeds his father William O'Neil, 
founder of the company, who continues 
as chairman of the board. At the same 
time, L. A. McQueen, vice president for 
sales, was named executive vice president. 
+ 
Stanley J. Rosen is head of a new firm, 
Bison Manufacturing Corp., recently 
formed in Buffalo, N. Y., to design and 
produce TBA merchandising racks and 
displays. 
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HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767,626) 


a | ; *) 


WRITE FOR INFORMATION OR PRICES 
Ww. B. GOODE COMPANY, INC. 





PHONE ELGIN 3-556! * 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 


















=%\ , BY THE WORLD’S 
A.J PIONEER AND LEADER 


\A- IN TIRE CHANGERS ‘guiehees 


only *FBQl 


3 YEARS TO PAY ON EASY 
PAY AFTER PROFIT PLAN 






EFFORTLESS AIR-POWERED BEAD-BREAKING 
AT THE PRICE OF LOW-COST CHANGERS. 


NEW DROP-LOCK—self-locks 
when simply dropped against 
hub. No twist, no adjustment. 


21/2 TIMES STRONGER Nylon 
Air Tube — proved impervious to 
grease and oil. Outwears rubber 
5 times. 


tires, 10 thry 19.5 inch 
including even boat 
trailer tires. 


SAFETY-CONTOUR 
BEAD-BREAKER — 
Long, powerful stroke | 
frees beads effortlessly, | 
safely. 


2-in<-1 ROLL ON - ROLL OFF 
Mount-Demount Tool — “Lift and 
turn” action of small ball end 
prevents damage in demounting, 
while mounting end slides beads 
back on, fast and easy with posi 
tive protection of beads. 








POWER ie... Patents BUY ON PROOF, 
DOES THE gi Pending NOT ON CLAIMS 

Rec A Mobile Showroom is ready 
hae to demonstrate the LCP at 
Operator your deer, on your Sires. 


simply holds 
bead-breaker 


Send Cougoore flor Poee 
pS sepals. 





in place. 
on 
P BIG FOUR INDUSTRIES, INC. 
P.O. Box 444T, Foster, Ohio 
a \ c o ca aga three Fact Folders on 14-inch Tire 
0 — o> show us your new Low Cost 
: ower Tire inger. 
INDUSTRIES, INC. priate ps 
Signed 


FOSTER, OHIO 


West Coast: 8203-5 S$. Avalon Bivd., 
los Angeles 3, Cal. OE ES a ee 
Pa Street 
Canada: Canada Vulcanizer & Equipment a 
Co., lid., London, Ont. r) City State 





Store or Station Name 
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and now 
PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


. OFFERS 
: 3 FORMS OF COLORANTS | | | 






GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required + introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring + involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 





INFLAI 
POWDERED: oni g 
free flowing, non-caking, excellent solubility, stable, per de 
long storage characteristics. . kg 
FOR USE IN 0 
in Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu 
a bricating Oils—Automatic Transmission Fluids—Break-in 


Oils and Greases. 


ak _ Patent Chemicals also Features Multi-Purpose 
Ny Additives, Rust and Corrosion inhibitors, Anti- 
Static Agents and Markers for Gasolines, and ' 

: Jet Fuels. ! 





Dyes can 
he prepared to 
customer 
specifications. 
Samples and 
description upon 
request. 





PATENT CHEMICALS INC. 


‘ : Manufacturing Division CHROM 
the pioneer in 335 Mclean Bivd. Paterson 4, New Jersey is .. 
popula: 
petroleum PATENT FUELS & COLOR CORP. 4-5 lin 
Mark Y in. 
aR eting Division ‘ 
dy sie 2410 Carew Tower Cincinnati 2, Ohio unit, lc 
tisers’ 
Ann A 
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WHAT’S 
NEW 
IN 
PREMIUMS 








INFLATABLE CLOTHES HANGER is handy 
for drip-dry clothing. Hanger is deco- 
rated with a floral pattern. Price is $7.20 
per dozen with price dropping with size 
of order (10% discount on 10 gross). 
Fred Baumgarten, 1000 Virginia Ave., 
Atlanta 6, Ga. 





SOLDERING-GUN kit comes complete 
with soldering tip, rosin-core solder, put- 
ty-removing tip, and plastic-cutting tip. 
A built-in spotlight helps light the work 
area. Dealer price is $6.64, but lower 
prices apply on quantity orders. Wen 
Products, 5806 Northwest Highway, 
Chicago 31, Ill. 





CANISTER SET is 22-gauge aluminum with 
black styrene covers. Labeled for flour, 
sugar, coffee, and tea, the containers 
range from 4% to 7 in. in diameter 
and from 6 to 8% in. high. Price per 
set in bulk orders is $2.07. Enterprise 
Aluminum Co., Massilon, Ohio. 


Premiums 





a = 4 


MEDICAL KIT can be fitted into glove com- 
partment or luggage. A leatherette case 
holds sample-size packages of brand-name 
medications, bandages. A booklet on first 
aid is included. Unit price of $1.29 is 
listed for minimum order of 250. Guest 
Pac Corp., 608 Fifth Ave., New York 
City 20. 





FOLDING BINOCULARS snap into a flat 
plastic case for carrying. Designed as a 
giveaway, the binoculars are shipped di- 
rectly to the consumer from the over- 
seas manufacturer. Unit price is 25¢. 
Around-the-World Shoppers, 829 New- 
ark Avenue, Elizabeth, N.J. 





CHROME LIGHTER can be imprinted. This 
is a Japanese import modeled on a 
popular American model. Imprint can be 
4-5 lines of copy and a cut not over 
Y% in. high. Price for 500 is 73¢ per 
unit, lower on larger quantities. Adver- 
tisers’ Publishing Co., 944 Wall Street, 
Ann Arbor, Mich. 


BASEBALL-BAT PENCILS are available with 
or without erasers. The 5-in. mechanical 
pencil can carry a three-line sales mes- 
sage. Pencil with eraser carries extra 
leads. Unit price on 500: 33¢ (with eras- 
er), 27¢ (without eraser). Advertisers’ 
Publishing Co., 944 Wall Street, Ann Ar- 
bor, Mich. 
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PARISIAN PERFUME is shipped to the con- 
sumer direct from France. A self-liquid- 
ating item, the perfume comes in Lucien 
Lelong, D’Orsay, Jacques Fath, and oth- 
er brands. The consumer is given a cer- 
tificate that he mails to the supplier 
with $1. World-Wide Gifts, Glen Head, 
Long Island, N. Y. 
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Prevent costly vapor 
Coss with 
opw 
TAN K 
VENTS 

















There’s a vapor saving OPW Tank 
Vent for every purpose. Precision 
machined, product engineered for 
lifetime use, they are your INVEST- 
MENT against vapor loss due to 
product exp and tempera- 
ture variation. Weighted to speci- 
fications, OPW Tank Vents trap 
and hold vapors and release only 
at set pressures, insuring maxi- 
mum protection and dollar divi- 
dends. Double mesh screen readily 
accessible for inspection maintains 
bulk storage safety. 

Send for OPW Tank Venting and Emer- 
gency Relief Recommendation Chart! 


OPW CORPORATION 

2735 Colerain Ave. 
Cincinnati 25, Ohio 
Kirby 1-5400 

























































| Premiums 


| —— 


POLISHING MITT can be used for cars, 
furniture, and other objects. It can be 
washed, and is double-faced. Size is 7x9 
in. Price is 45¢, lower in quantity or- 
ders. Also available is a smaller “wom- 
an’s size” mitt. Samuel J. Canter, 230 
Fifth Avenue, New York 1, N. Y. 








POCKET KNIFE has a screwdriver blade 
tnat locks in open position. Blades are 
of high carbon cutlery steel. Unit price 
on minimum order of 150 is about $1.13. 
Prices are lower on larger orders. Camil- 
lus Cutlery Co., 60 West Genesee St., 
Camillus, N.Y. 















KITCHEN-RANGE SET includes salt and 
pepper shakes, grease container. A strain- 
er tray in the grease can permits drain- 
ing fried foods. Set is aluminum. Unit 
price on bulk orders is 74¢. Enterprise 
Aluminum Co., Massillon, Ohio. 








NATIONAI 





STEAK KNIVES are made in Japan. Hand- 
les and scabbards are cherry wood trim- 
med with simulated ivory. Set comes in 
an attractive gift box. Supplier handles 
mailing. Price for set is $1.50. Around- 
the-World Shoppers, 829 Newark Ave., 
Elizabeth, N. J. 





MINIATURE CHEST has potential office, 
home, or workbench use. The three- 
drawer plastic box comes in various col- 
ors and comes in a sealed polyethylene 
wrapper. It measures 642 x6'2x4 in. high. 
Price is $8 per dozen. Campro Products 
Inc., Canton 1, Ohio. 






UNBREAKABLE BANK is made of scented © 
vinyl plastic. Called “College Babe,” the 
bank is 7 in. high, weighs 4 oz. It’s wash- 
able and decorated in nontoxic colors. 
Price is $4.80 per dozen. Bonnytex Co.” 
260 Fifth Ave., New York 1, N. Y. : 


PETROLEUM NEWS °« June, 19607 

















a 2an 


s&TOr 


: auea 
ORE ap 


TeSsaaD 


A MOMENT’S REFLECTION will 
remind you that gasoline pumps are the most 
looked-at equipment in any service station — 


and the pumps that put your best foot forward, 


for styling and accuracy, are Smith - a 





Heart every Smith-Erie pump 
is the famous A. O. Smith PM-2 meter 


prey 








Worth looking at! Worth looking into! Every Smith-Erie pump 
is equipped with the A. O. Smith PM-2 meter — standout accu- ~ 
racy regardless of flow rate or pressure. Quality-built for longer 
life, the PM-2 features hard-rolled, stainless steel liners .. . to serve you better 
heavy-duty stainless steel ball bearings . . . cast aluminum alloy SinsliaDte: anaihais inn Mildid Wins “Mahia tr 
body members . . . permanent mechanical seal . . . self-lapping modern, streamline, just 48” in height . . . the most 
valve seat. And self-purging design disposes of water and sedi- cat nips eens stn fer a 
ment — reduces profit-robbing maintenance to a minimum. 

Smith-Erie offers a broad and completely integrated product 
line. Besides gasoline pumps, Smith-Erie produces petroleum Through vor GY eee 
meters in a complete range of sizes and pressures, airport and ' 
marine dispensers, hand pumps plus a wide range of accessories. A 0 Smith 

e e 


Write direct for the complete story. ttn 


Smith- E_.._ Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania, Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A 





2 great pumps 


Litho in U.S.A. 














Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


Supply and Demand: The erratic first quarter of 1960 has changed the product 
supply-and-demand picture. For one thing, demand forecasts for the year have 
Dems acaled: Cowes a ae eee ee page 177 





Market Outlook: Because nobody can stand the pain any longer, some marketers 
say the interior gasoline markets will brighten in June. But gloom comes from still 
PENNE SOMNDE «2. is Ss RS os ch eee <a page 178 





How fo Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 
See and. demaed «iden. es 177 Market barometer ..................... 179 
NR DONOR ori asec eae hae 178 Key erode of prices... .....0%-caeevnbes 178 
Refinery/terminal prices ................ 180 
STATISTICS Tank-wagon prices .................... 182 
Petroleum indicators ................4.. 176 Pree Wao CURE ck. SS eee 184 
State gasoline consumption ............. 184 NPN gasoline index .................-. 178 
ALSO ON THES SUCTION: COMMING PABETINGS oonc ccc cc ce tce cece cc ccc cc ceersctsececvccbscceceee 186 
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Excludes Alaska and Hawaii. 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 
May April May 
1960; 1960 1959 
Gasoline 
(regular) 11.20 11.30 11.70 
Kerosine 10.82 10.85 11.37 
Distillate 8.40 8.47 9.43 
Residual 4.61 4.61 4.77 
4 principal 
products 8.78 8.85 9.26 
Lube oil 24.15 23.46 21.53 
Crude at well 
($ per bbl.) 2.88 2.87 2.92 
*Weighted average price, princi- 
pal markets. Crude prices middle 
0 Faas os eS | aos Cb Rs Wan Fe Dae See of month, not monthly average. 
oo) oe ew MS J A 6 ON OO 3 F OMA OM tThrough May 13. 
1959 1959 1960 i 
* Hawaii included from March ’60 on. 4 
MONTHLY SUPPLY TRENDS 
Primary stocks (Last Day) May 1960+ April 1960 May 1959 
Finished and unfinished gasoline (thous. bbl.) ........... 216,059 219,417 204,710 
maronne “thows. DOL) .:............... species 21,947 20,230 24,535 
Distillate fuel oil (thous. bbl.) ........................ 85,933 81,679 101,816 
Residual fuel oil (thous. bbl.) ................ 38,263 39,232 53,961 
Crude oil—B. of M. (thous. bbl.) ........ 260,525 262,694 264,525 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) ............. 7,920 7,954 7,897 
Foreign crude included (thous. bbl. daily) ..... 964 970 875 
% of refinery capacity operated ........ ef 81.0 81.5 80.8 
Refinery Output 
Gasoline (thous. bbl. daily) ............... 3,926 4,025 3,996 
Keroune (thous, bbl. daily) ..................... 325 338 244 
Distillate fuel oil (thous. bbl. daily) .............. 1,672 1,770 1,751 
Residual fuel oil (thous. bbl. daily) .. 842 942 899 
Crude Supply 
U. S. crude oil production (thous. bbl. daily) .. .. 6,783 7,011 7,220 
Crude oil imports (thous. bbl. daily) ....... 986 1,042 938 
*Hawaii included beginning March 1960. 
Through May 13, except crude stocks May 7. 
**Includes commercial jet fuel beginning March 1960. 
ftIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 
MONTHLY DEMAND TRENDS 
Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) .... . 5,804 (Feb.) 5,998 5,772 
Average station gasoline price, ex tax (¢ per gal.) .... . 20.71 (May) 20.21 21.14 
Service station sales—all commodities ($-million) ... 1,369 (March) 1,289 1,318 
tGasoline consumption (million gal.) ae . 5,075 (Dec.) 4,878 5,027 
Passenger cars—domestic shipments (thous.) 5 aia 645 (March) 641 564 
Trucks and buses—domestic shipments (thous. ) 106 (March) 103 93 
Passenger car replacement tire shipments (thous.) ...... 5,156 (March) 5,257 6,264 
Replacement battery shipments (thous.) .................. 1,640 (Feb.) 1,865 1,791 
On burner shipments (thous.) ........................... 36.8 (Jan.) 32.6 47.4 
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Supply and Demand 





Record Gasoline Season Coming 


But total demand gain is being 
scaled down from 4% to 2.7% 


HE ERRATIC first quarter of 1960 has 
changed the petroleum-product supply-and- 
demand picture in two significant ways: 

1. Earlier forecasts of total requirements for 
1960 of the volume products—gasoline, kerosine, 
distillates, and residual fuel oil—have been scaled 
down moderately. 


2. Refinery stocks (distillate fuel oils particular- 
ly) were drawn on heavily, and total stocks on 
March 31 were materially lower than on the same 
date in 1959. 


Currently, gasoline demand at refineries is 
building up, and third-quarter needs are now es- 
timated at 4.5-million b/d, the highest on record. 
Total second-quarter needs are shaping up at 
around 4.4-million b/d, of which domestic demand 
will be 4.36-million b/d. 


The recent revised estimates of total product 
requirements for 1960 made by the Independent 
Petroleum Assn. of America call for an over-all 
gain of 2.7% over 1959. Earlier a gain of nearly 
4% in demand had been forecast. The first quarter 
upset earlier calculations, due in large part to the 
extremely severe weather over the country. Gas- 
oline requirements were less than in the first quar- 
ter of 1959, while distillate shipments were 2% 
greater. While total first-quarter demand was 
slightly above that for the first quarter of 1959, 
the gains were largely in some of the lesser volume 
products, such as jet fuels and LP-gas. 


Estimated over-all requirements for the second 
quarter are now placed at 9,268,000 b/d, a gain of 
nearly 2.8% over the same period in 1959, Third- 
quarter needs are put at 9,315,000 b/d, a gain of 
about 3.3%. Fourth quarter estimates are for 
10,390,000 b/d, nearly 4% above the same period 
in 1959, 


Gasoline demand staged a comeback after the 





Product Stocks at Refineries. 
Gasoline, Kerosine, Distillates, Residual Fuel Oils 


*~ Million Barrels End of Month 
500 Ts te Tt eT So 
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REFINERY STOCKS 






350 F 7 
INLAND REFINERY DISTRICT 
PRODUCT STOCKS 


EAST, GULF and WEST COAST 
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Gasoline Stocks by Refining Districts 
April 29, 1960 — May 1, 1959 


(000 bbi.) 
April 29, . May 1, 


Change to 
District 1960 1959 Bbi. 
East Coast 45,825 49,328 -—3,503 — 7. 1 
Gulf Coast 40,355 38,553 +1,802 + 4.4 
Total Coastal 86,180 87,881 -—1,701 — 1.9 
North-Central 49,015 44,821 44,194 + 9.4 
Okla.-Kans. 587 20,062 +1,525 + 7.6 
Rocky Mts. 8,374 7,675 + 699 + 9.1 
Other Inland 22,341 20,169 42,172 +10.7 
Total Inland 101,317 92,727 +8,590 + 9.5 
U. S. Except 
West Coast 187,497 180,608 +6,889 4 3.2 
West Coast 32,027 28,985 43,042 +10.5 
Total U. S. 219,524 209,593 49,931 + 4.7 











bad start in the first quarter. Second-quarter de- 
mand, anticipated to reach 4.4-million b/d, will 
be nearly 3% above actual demand in the second 
quarter of 1959. The third-quarter high seasonal 
demand of 4.5-million b/d will be 2% above 1959 
requirements. Daily average gasoline demand for 
all 1960 is now forecast at 4,215,000 b/d. This 
will be 2.5% above 1959 demand but under the 
earlier forecast requirements of 4,260,000 b/d 
average for the year. 

Daily average distillate fuel oil demand for all 
of 1960 is now forecast at 1,895,000 bbl. against 
1,843,000 bbl. for all 1959. New forecasts for this 
product for the last quarter, the start of the coming 
heating-oil season, are 2,210,000 b/d at normal 
temperatures, nearly 4% above the light demand 
of the last quarter of 1959. 

Total stocks of gasoline, kerosine, distillates, and 
residual fuel oil at U. S. refineries March 31 were 
357,990,000 bbl. This was 17,182,000 bbl. less 
than on the same date in 1959. 

By the end of April, compared with last year, 
total stocks at refineries had dwindled. The total 
of 360,243,000 bbl. April 29 was 10,254,000 bbl. 
less than the total of 370,497,000 bbl. May 1, 
1959. At the end of the first quarter the difference 
was 17,182,000 bbl. 

Continued large crude runs to stills, higher than 
they were in the same months of 1959, are whittling 
down the more favorable stocks position — 
held in the early months of 1960. 


























































































‘Soft as a Two-Minute Egg’ 


IDWEST gasoline-market problems are serious and deeply entrenched. Never- 
theless, there are those who say that interior gasoline markets should brighten 
in June because nobody can stand the pain any longer. 

Price wars and soft prices at the pump in many areas make it look as though 
retail markets are in trouble in many cities. But this is only a ripple on the surface. 
The real problem is not at retail. It’s not entirely at wholesale, either, even though 
interior stocks are more than 8% above last year. 

The gloomy outlook for June gasoline comes from those who see deeper prob- 
lems in the markets, not only in gasoline. They point to crude oil. They largely 
blame “gift” payments for foreign crude resulting from the imports quota system. 
This amounts to an average of about 80¢ for each barrel of crude traded out. On : 4 
top of this, discounting on domestic crudes has crept into the picture—up to 30¢, — 
maybe more, for some crudes. E | 

Obviously, some refiners have not been able to withstand the temptation to cut 
away at some particular piece of business or move into a marketing area new to 
their company. A look at what happened to Group 3 gasoline prices for northern 
shipment and to Chicago wholesale prices tells only part of the story. Even after 
the cuts, prices held soft. 

“Gasoline is as soft as a two-minute egg,” was one comment. To improve, pay- 
ments on foreign-crude quotas will have to disappear. They won’t—not in June, 
at least. Discounting on domestic crude will have to disappear, too. It won’t. The 
lesson is that soft prices for raw material mean soft prices for finished products 
no matter whether it’s shoes, ships, or oil. 























~ 


Propane: Like a Walk in the Dark? 


An LP-gas source said last month that this summer’s market might be full of 
unpleasant surprises—like a walk through a cow pasture at night. 

While the price wasn’t too much of a surprise, the Hibbing, Minn., requirement 
of 400,000 gal. of propane did seem a bit low to some. The city was offered 
propane at a delivered price of 7.65¢ (2.95¢, Group 3) with a maximum price of 
9.65¢ for a year. No minimum was mentioned. 









Unpleasant was the prospect that a distributor in the 150-million-gal.-a-year q ry 
bracket may not renew his supply contracts. Bidding for his spot needs could re- 3 
sult, at least, in some low summer quotations. : & 
eis 
Key Crude Oil Prices (as of May 15) NPN Gasoline Index 8 
Cuore Dealer T.W. Tank Car | 
Wilmington, 31 gravity ............ $2.98 (cents per gal.) a 
ve Nest Texas sour, 36 gravity ...... 2.79-2.83 May 15 .......-.s.eseeee 16.81 12.25 
Mid-Continent ; PND os Gee hes 16.40 12.30 
—a. °° le... — ONS ee a a! 16.34 12.70 
North Dakota, 36 gravity ........ 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 
I as cess 4.70 prices ex tax in 50 cities. | 
Alberta _ 
IN a es 6 aS 6 bet ee os 2.38 Tank car index is weighted average of following | YE, 
beng heavy, FOB La Salina, wholesale markets for regular-grade gasoline, FOB 4 
WN oly a a's 00's «bs 1.85 refineries or terminals: Oklahoma, Chicago District, 
gy oF mye FOB Ras Tanura Minneapolis-St. Paul, California, Philadelphia, Jack- Ave 
Arabian, 34 OSES Sia ear ae 1.90 sonville, Boston, and Gulf Coast. i 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 












120 12.0 REGULAR 
| 11.0 11.0 
4 10.0 10.0 
4 eee COASTAL CRUDE Z Z 
- 10 80 O 8.0 
7.0 7.0 
4 E & 
G 60 G 60 
: 5.0 5.0 
1 4.0 40 
3.0 3.0 
YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 












4.60 4.60 
4.40 4.40 
4.20 4.20 
4.00 4.00 
3.80 3.80 
3.60 3.60 
3.40 3.40 
P |e 3.20 g 3.20 
x Ea 
< 3.00 & 3.00 
i} 7] 
a 2,80 a 2.80 
w” ” 
a [- 4 
<. S$ 2.60 
8 8 240 
1.40 
P 1.20 
1.00 
80 80 
60 60 
YEAR 51 53 455 S37 5? JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
1960 1960 
Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, li ht fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 nery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’s associated publication. Arrows 


indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
May 16. Last previous listing: April 18. 


Motor Gasoline 


eee ET 
oct. ret. “== 10, 125-i0. 
oot we ~-9.375-10.125 
oct. M... ..9.25-10 
Baltimore, Md. 
Reg. grade...... 11.45 
Boston, Mass. 
Prem. grade... ;.. 14.3A-18.2 
Reg. grade...... 11.84-15.7 
N.Y. 
$8 oct. prem... ..17.8 
92 oct. reg....... 4.3 


ony c. 
Prem. grade. .... 13,75~-14.4 


Reg. grade...... 12-12.4 


mi, 
99 pee... 018-8 13.75 
98 oct. prem... . .13 at Ri} 


$2 oct. fee | ~11,625V 
Bi eet fen. WANS 
89 ovt. reg....... 10. OVA. 25 
Detrolt, Mich. 
98 oct. prem... . .15-15.5 
92 oct. reg....... 12.75-13.25 
Heuston, T 
Prom, grade... 15.45-16.25 
do sen e aw 84,5 
rig. Be Scene 12.7-12.75 
Fla. 
Prem. grade... ..15.9-16.9 
Reg. grade..... « 13,4-13.9 
Miami, Fie. 
Prem. grade... 15.8 
Reg. grade..... ~ 13,4-13.9 
P. 
99 oct. prem. ieee 
91 oct reg....... 11.93 
Mobile, Als. 
Prom. grade... ..16.6 
Reg. grade..... ~ 13.6 
Fla. 
ae Yegle ? 
Reg. grade...... 
Prem. grade sa 17.5-18.7 
Reg. grade... 14.5-16.2 
_— Fla. 
ees bat 8-16.9 
er baictee 2.8-13.9 
ao 13.75-16.9 
Reg. grade... ...12-13.9 | 
Tampa, 


Fla. 
Prem. grade. .... 14.7-16.8 
Rog. grade...... 12,7-13.8 


Wilmington, N. 
Prem. grade... .. 13.7-14.4 
Reg. grade... ,..11.65-12.4 


aaa ard 


91 oct, reg....... ll. 


RE IRR 
oct ree... paiiewe 


180 





ok coe 16.25 
oc keno - 
98 oct. prem..... 3: 25-15. a 
}daeeien g qeveee 1.28 2 
oct. reg....... 
60 oct. & below... 1Wo12.125 
New Mexico/West Tex 
99 oct. prem..... 4 $15, 5A 
98 oct. prem... ..14.5-15.25 
90 oct. fep....... 2.75-13.75 
88 oct. reg....... 
60 oct. & »11,875-12.5 
East Texas 
99 oct. = . .15.6254-16.25 
98 oct. pre ove Sea, ~15.75 
90 oct. a che ae 25-13.75 
88 oct. reg....... 696-13: 25 
60 oct. & “Be. 25-12.375 
Ark. (For shpt. to Ark. & La.) 
99 oct. prem.....14.5 
94 oct. reg....... 12.75 
92 oct. reg....... 12.25 
Bethe tb 
oct reg....... é 
84 oct. reg....... ul 
Kans. (For eee KATE ) 
99 oct. prem... ..14.5W-14.75 
91 oct. reg....... 11.5W-11.75 
oe mgt pe gpatamamtaa 
oct. prem..... 
93 oct. reg....... 13 
on 
98 oct."prem....14. 7 
93 RRS: 


Central Michigan 

100 oct. prem.,. ..16.5 

99 oct. ae: ..14.75-16 
92 oct. teg....... 13.25-13,5 


91 oct. reg....... 12.5 
California—Los Angeles District 
100 oct. prem... ..14.154-14.5 
98 oct prem..... 3.654-15.7 
94 oct. prem..... 2.654-14.6 
88 oct. reg....... 5A-12.6 
84 oct. reg... 1.154-12.6 
Tank Car: 








84 oct reg.......11.15, 

ees OO or more) 
oct. prem.. 

88 oct. reg... ....17.8-17.9 


98 oct. prem... . .21.8-22. 
88 oct. reg... vaso 18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
+ ig py kero. .9-10 
No. 2 tuel......... 8-9 
53-57 di. gas oil .8.375-9 
ance 8. 25-8875 
oo .8.125-8.75 
Bunker ¢ fo «$2, 10-2.25 


max 1% sult... $2.45 


N 
sulf. guar. ....$2.26 
© borane ick ni ik we 
sunk = 4.1 
vy Diesel, 
bunkers. ... .... $3.96 
ker C, 
bunkers. .. ....$2.37 
Kerost 1,.10 
No. 2 fuel 
< 
UE, sins en dues 
No. 5 fuel. ......$2.60 
No. 6 fuel, no 
. quar..., 13 
do barges...... 10 
a Diesel, 
unkers....... $3.83 
vy 
bunkers, ,... ..$3.59 
Bunker C, 
MKOTS. 2 vn on $2.10 
Beston, Mass. 
Kereta Ro ents x’ yy € 
lo. 2 
Diesel oll, 
plants.........1 
Ne. 5 fuel. . $3.24 
No. 6 fuel, no 50-2.64 
oa bsseae 5:3 
nkers. .. $4.18 
Bunker 
bunkers... ... ..$2.38-2.46 
Buffalo, N. Y. 
pace © aww 11,45-11.95 
Diesel fuel (a)... .11.35 
No. 2 fuel....... 10.45-10.95 
No. 5 fuel. . 9.15 
No. 6 fuel.......8.1 


5 
(a) Prices of some sellers to bulk com- 


consumers are 0.15¢ higher. 


i vccetes 9.9 
no or $2.90 
no 
sult guat...... $2.47 

do barges...... $2. 


bunkers. ... .. ..$2.34 


— ea 1.9.25 11.35 
0. - 
Ne fuel.......8.5 BY i0.35 


SUITUT, asa on AW 


Ciev vevana, Oble 
No. 5 fuel. ......10,3° 


sais “iat 


DUNKOTS, . a 20 $2.20-2, 90 


No. 6 fuel... ....8.6 


Navesinn No X ee. 6 
do 75 


2f eon § 
do barges...... 8.85 
plants......... 9,25-10.75 
No. +} — 
agree 535 
do Py ae nee’ 2. 10-2.20 
t Diesel, 
kers....... $3.88 
Heavy Diesel, 
bunkers... .... $3.64 
Bunker C, 
bunkers, ...... $2, 10-2.20 


NATIONAL PETROLEUM NEws « June, 1960 






No. 2 ns eee 110:9-11,2 
plants......... 10,9-11,2 
No. 6 fuel, no 
sulf. guar...... 37 
u tye pay i) 
UNKOTS. 4 oe a $4,704 
Bun 


UNKTS. .. + «$4 .662-4, 746 
Bunker 
bunkers, .... ..$2.22 


patie: 


acters 
> aden 8-84 


Keresine, fo. 8.8 
No, 2 fuel.......10.7 


do barges......$2.47 
No. 6 fuel, 
1% sulf........ 5 
uses coe ewhe 92 
yd $4.14 
beokers ere <5 
Bunker C. 


bunkers...» ..$2.37 2A7 


Nortotk, Va. 
nage yond No. 1. Py 


bunkers, — . ..$2.36 


en 


No. 2 fuel.... 
Diesel oll, shore 
Plants... 0108 




























2 222s0°2 x3 


2 o227 F =F Cc 


ee tees chek oSanFFPFe2 —2..72. 2257 —2..27. 2252 










farrna, No.1 a See 


do barges...... 9.25 
Diesel oil, shore 
‘ plants......... 9.8-9.9 
No. 4 fuel... Er 
a sia: ED .15-3.20 
no 
| hie ° 
No. 6 fod wah, 
1% sulf........ $2.95 
ero cones $2 
ao Peace $4.14 
Heavy q 
bunkers....... $3.96 
Bunker C, 
bunkers....... $2.37 
E es, Fla. 
Kerosine, No. 1. .10.85-11.3 
jo 2 fuel....... 10.6-11.1 
plants......... 10.6-11.1 
No. 6 fuel, no 
sulf. guar...... $2.35 
do barges...... $2.32 
4 Diesel, 
unkers....... $4 662 
Bunker C, 
bunkers....... $2.22 


Diese! oil, shore 
plants ....... 10.1 
No. 6 fuel, 
sulf. guar EF? 64 
do barges. ..... - 
Bunker C, 
bunkers....... $2.56 


oil, 
plants ........ 1 
No. 5 fuel. . $3.29 
No. 6 fuel, no 50-263 
. guar...... . : 
do barges... $2.58 
Bunker C, 
’ bunkers...... $2.56 
Savannah, Ga. 


No. 2 fuel. ......10.9-11.2 
shore 


oil, 

plants......... 10.9-11.2 
No. 5 fuel....... $3.01 
No. 6 fuel, no 

sulf. guar... .. £4 

oa biawnd | 
ot pews $4.704 
Heavy 

bunkers. ...... $3.78 
Bunker C, 

bunkers....... $2.24 
Tampa, Fia. 

Kerosine, No. t. .10.75-11.2 
No. 2 fuel. . .10.5-11 
oil, shor 

plants......... 10.5-11 
No. 6 fuel, 

. guar...... 37 
do barges...... 

Light Diesel... .. 62 
Bunker C, 

bunkers....... $2.34 
Toledo, Ohio 
Kerosine........ 11.75 
Diesel off........ 10.85 
No. 1 fuel. ...... 11.5 

2 fuel. ......10.5 
No. 5 fuel. ......8.75-9.05 
6 fuel. .... 8.25 
Kerosine, No. 1..10.6 
No. 2 fuel....... 

oll, sh 
plants......... 9.9 
TS ae $3.29 

No. oe om el $2.91 
unkers. ......$4.14 
Okla. (Okla. shpt.) 
eae . .9.375W-10 
kerosine. , - 
58 & above di. 

Diesel......... 9. 8. 625 
No. 1 fuel....... 9.125-9. 4 
No. 2 fuel. ...... 8.375-9.1 
No. 6 fuel....... $1.70-1. i 








Ra 
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Se Sep Coates shpt.) 
mt eaters 9.125-9.625 
58 & above d.i. 
No. 1 fuel... ::°:8.75W-9.25 
No. 2 fuel....... 7.75W-8.25 
No. 6 fuel....... $1.50-1.70 
North Texas 
42-44 ww. 
kerosine....... 10,5-11 
58 & above - 
9. mv 
No. 6 fuel... -. 2 °$1.95 
New Mexico/W. Texas 
42-44 w.w, 
kerosine... ....10.5-11,25 
58 & above d.i. 
Sno tas «++. 10.5-10,75 
No. 1 fuel. ...... 10.25 
No. 2 fuel. ...... 10 
No. 6 fuel....... $1,90-2.52 
Texas 
42-44 wow. 
kerosine....... 10.5-11.1 
58 & above d.i. 
havadéede 9.75-10.5 
No. 6 fuel. ...... $2.10-2,50 
iltw (for Kan. destinations only) 
kerosine....... 9.75V-10V 
52 & below d 
sai 
Diesel......... 9.5-9.75 
No. 1 fuel....... 9.5-9.75 
No. 2 fuel. ...... J 
lo. 6 fuel. ...... $1.804-2.00A 
a (For shpt. to Ark. & La.) 
.W. 
kerosine....... 10.125 
Tractor fuel... ..10.75 
52 & below d.L 
58 & above di.” 
veuinod ais 9.375 
ere 9 
No. 4 fuel. ...... 2.55 
No. 5 fuel. ...... 2.35 
No. 6 fuel. ...... $2.20 


Western Penna.—Bradford-Wsrren 
Kerosine........ i 12.25 
Diesel. .11.5 


f it: 75 
fuel....... iy 11.25 


St via aan 138-12 
| eS 0:3 5-11.5 
seas gravity fuel.11.25 


Central Michigan 
nate oll, kero- 


2 fuel....... 25 
U. G. oe 11 
lo. 5 fuel....... 9.1-9.2 
No. 6 fuel....... 8.35-8.45 
— Dist. 
Rack: 
Stove dis 

PS 100 is ein oi 8.25-12 

fuel 


PS 200... .. .. 7. 35-11.25 
t fuel 
one EN = «+ $2.80 


PS M00. $2.15-2.35 


Tank Car: 
40-43 w.w. 

kerosine....... 15.8 
Stove dist. 
 L SReRE 8.25-15.3 
Diese! fuel 
Hl ea 
PS 300. ...$2.80 


0 ae oe a os $2, 15-235 


Refinery and Terminal Prices 








Tank Truck (480 or mere 
40-43 w.w. - , 


ww. 

kerosins. .. ....19.3 
Stove dist 

3} eee ~- 15.8 
fuel 


PS 200... ......14.3 
San Francisce Dist. 


Tank Car: 

41-43 w.w. 
kerosine. .. .. ..16.3 

Stove dist. 

PS 100....... 15.8 


PS 200..,......14.3 

fs li 

PS 300. ...$2.88-9.09 
PS 400, .....$2.40-2.58 


Tank Truck (400 
ba (408 gal. or more) 

kerosing... ....19.8 
Stove dist 
PS 100...... ow I6.3 
Diesel fuel 
PS 200... .. 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lets 
Diesel—PS 200... $5.09 
Bunker C—PS 
Eb. cnn wndntnsacte. 
San Fi 
Dietel— PS ered 30 
Bunker C—PS 
eS 
Diesel— PS $5.55 
Bunker Sy 
400... 2. $2.00 
Mexico 
Ships’ bunkers: US dollars per bb! « 
169 liters 
6 
Diesel... $5 
Bunker C.......13.20 
Manzanillo 
Diesel...........$5.42 
Bunker C..... ~ $3.20 
Minatitlan 

Feline eaeai' $3.88 

Bunker C.......$2.10 
Salina Cruz 
Diesel........... $5.42 
Bunker C....... $3.20 
Tampico 
SYS 
Bunker C....... $2.10 
Vera Cruz 
Diesel. .......... $4 
Bunker C...... $2.10 


Natural Gasoline 


Prices are to blenders on freight basis 

shown; shipments into tank cars or Raver 

b =~ may originate in any Mid-Continent 
district. Prices on basis of last sale unless 

otherwise designated. 


FOB G i 
Grate 2670 


FOB Breck Tex. 
on oo 


LP-Gas 


Producers contract prices, tank cars 
New = 


Harbor........ 8.05-8.34 
Philadelphia Weer 7.8 
Oklah _ 

Group 3....... 3.5VW4V 


Baton Ae oan 


Lubricating Oils 


Western Pensa. 
tr Neutrais— No. 3 Col. Vis. ar 


hy sbeemtaie: “ SanseRae wy 





Mu 
omy. | sock. vis. at 210° neutrals, 
vis. @ ‘O10 p.p. 


Bright Stock—Conventional 
200 vis. D 

eee 26a 
150-160 vis. D 
0-10 BP. Se 24a 
150-160 vis. 
10-25 p.p........ 23.54 

vis. D 

0-10 p.p......... 234 


Bright Stock—Solvent 

150-160 vis. oe 

0-10 p.p., 95 vil. .26A-27A 

Neutral Oils—Conventional—Pale Oils 


60-85 vis. 
No. 2 col........ 16.75 


86-110 vis. 


Neutral ees 5 Te vis. 
170-180 vis.......22.75, 423.75 
fg vis. FAs 

-25 


Cylinder Stocks 
s.r. olive 


Gulf Coast ” 
Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Bright Stock, vis. at 210 

160-166 vis. 

0-10 p.t. 95 v.L.. .26A 

Neutral eseeitiae” at oa 85 v.i, 0-10 p.t. 


Bee Ws ccconns 3 
+ L Seere 24 
BOP WA i cccnees 25 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


Pale Ofls 
100 vis. No. 
134-24 col....... 16.5 
vis. Ne, 
i are 18 
300 vis. N 
Se 18.5 
vis. No, 
; 3% & icsoun 19 
0. 
34ca, steheauen 19.25 
1200 vis. 
2 eae 19.75 
2000 0. 
Ollie cd evcouncs ws) 
Olls 
100 vis. No. 
SAREE 16.5 
200 vis. N 
Os iicacne<s 18 
300 vis. No. 
i Re 18.5 
500 vis. No. 
_ Seer 18 
750 vis. No. 
ARB 19.25 
1200 vis. No. 
5-6 col... .... 2... 19.75 
2000 Ne 
OE ccccasved 2.2% 
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Prices 





Prices for gasoline do not include taxes; they 
, however, include inspection fees, amounts 
of which may be obtained by writing to NPN. 
«Ga: taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


fe 




















Kerosine tatk wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect May 
15, 1960, as posted by principal marketing com- 
panies at their headquarters’ offices, but subjecr 
to later correction. 


“Mobil Kerosine a Dione! *(No. 2 Fuel) thet) mS 

Taxes 42CT.C.)2SsCYard SCOT =WW. To0OUlUCdTW.COCOSTCGY Yet TW. OT.W.OT.W. 

; 10.0 is pee 15.3 eR 14.4 See par 14.1 12. 7.08 

: 10.0 aes io'3 16.6 eae 14.6 RE | ee 

é 7.2 19. 10:6 10.8 16.3 10:6 14.4 a6 80 (181 12.05 7.08 

: 7.2 10. be? bi 16.3 FR 14.4 ae inte 14.1 12.05 = 7.08 

18. 17.2 10. 6 8 8=6ies = 18.3 88 14.3 as 075 60| 18.8 11. 6.85 

‘ 7.4 10. Bits 1.0 0 8©6= 16.6 ea 14.8 ete Oe: See eee 

3.8 6.8 10. i¢:7 10.9 pc i101 14.1 87 99 13.7 10. ria 

4. 162 0.0 11.7 11.7 iéé 11.1 14.6 10.7 10.7 14:6 Jane ote 

3. 155 §6 10. 11.95 12.2 pans 11.36 18.1 10. 11.2 nas a8 0.36 

4 16.0 8§=._'10. 127 0 ©= 12.8 eis oa eine 11.7 11.9 a es sees 

16. 18.2 8610. 12.8 12.0 eae iz2 is.2 11.8 12.0 nee a stat 

; 14 60 8018. 19 3612.1 pote: 11.3 14.8 10:9 11.1 pads cay vine 

eas 14. 16.2 18. 11.8 11.8 scan 11.2 14.5 10.8 10.8 aes sia en 

___ Stet o sates ame i it’ 10-8 106 06. io Sis iv te ie iv eae a 

New Haven............ccccccsom 14.8 16. 10. 40.6 10.6 cai 2.9 14.6 8.5 96 8614.1 scan sie 
CMiictisisescasedansive: << 1R8 15. 11 11.3 wi ican 10:7 16.1 10:3 iia ies Oe? je 
Siveka ae ae 15. 11 10.7 eae si 10.1 14.7 8.7 oath aS wale 
Boston, Mass...... acnbaiiones > ae 15. 10.6 spa wes 10.8 14.6 8.6 ence wees $968 oh ter 
Manchester, N. Hi............0— 13.9 15. 11 sar cae aes sai vt ‘ne ae oo cde ate 
Portemouth. cincakunan 3-9 18-9 18 ia se Re io? iis v3 pee Relish vob sass 
Burlington, Vi............0..0— 18.8 17.4 10 12.4 124 11.8 15.4 11.4 ii4 16:6 pi ie 
Re scusaiipiina: antec: scapes URS 17.4 10. ssp 12.4 ie died 16.8 aaa 11.4 16.2 a he 








*Com. cons. te. prices 0. titer 
Taxes: NYC prices sales tax, rene eke sales 
Discounts: Mobil gama ‘ has F (all Soren) ent = ns tase 0.54 for deliveries of 300 gal or more. Mobilfue! Diesel— All points, t.w. less 0.5¢ for deliveries 


of $00 gai or more. 


Notes: Premium-grade tw. prices 3.5¢ above regular. Jamestown Le. prices are delivered, all other tc. prices FOB bulk terminals. 




















- 
Atlantic Attante Goesine Kerwine 
e . 
Dr. is. Gasoline § 1 Fuel Fuel 
Ref ining TW. oT.W. Teet+ T.W. TW. 
Philadelphia, Pa...........- %4. 18. 7.) ee 
RAOUL <i<ncnccedcoce case ar: 04 18. 8 «616.18 14.8 
Wilkes. Barre cone 6. . ae 143 
 ---~- on eiahenetetaiadt ot 18 8. 167 © 14.38 
MIN ci iis cactec cose ag 18. 1645143 
Dcceccasshasecostaea a 18. 7 20144 
ae oon 16. 167 014.38 
acca 16. a i 
* eigiepaemaae es 16. 10 Ame 
TE CE ccndscvesensames i 16. w. 16.6 14.8 
CB iccmecemenen 18.5 15.5 8. sande ees 
i -  r s OlUlm le 
Camden, N.J.......ccserene 14.1 16.5 8. 14.6 13.6 
a... ae: lu “45 0 (186 
Albany, #. V........ce- (1. 68 08 48 138 
ic ooo 162 08 65 148 
cs ee ent 55018 67 206 16.7 
ce, ae, 6.0 318. 69 8614.7 
ee, cn Be 6.0 018. 68 614.7 
sot Setian i. 162 1. 62 468 
13. Th a et ae 
ade eanos 48 8616810. ie 018.5 
Caatiotia W. 6 “is 159 «618 )2|«( 61188 
oe ee. ee ee Oe Ue 
i. oe ee. es UUs UCU 





*Fair-trade minimum service station price... . oo... 2. as es eras esnsasareree 18.9¢ 
© Fals-trade minimum Service station price... o.oo oe ae we we a ee ee a ee 19 


+State and federal taxes only. 


Philadelphia. . mmm oo me ee me ee ee me oe oe 9.8 7.4 


hee dnt gt eee dt 





Esso Ease Gasolina Keine 
Standard De om, Gast Welt uet Fra 
13.6 
13.6 


pet et aobatat oft 
$33 eS esse: 
i: eamae-: & 


. bb te Se] “ee 
> SERS ASSe ; 
> wememanre! : 














Taxes: Louisiana kerosine prices de not include 1¢ state tax. 
Notes: Kerosine/No. 1—Atiantic City and ee pane eee A OE ae 
or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gai. Premium-grade tw. prices 
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(Regular) Sohie Extron Gasoline 
Dr. Cons. Gasoline 1-89 = 100 gal bar rom Kere- No.1 Not 
TW. =oTLW. 0 sTaxes—sT.W. gal = saan over Re- Soblo~ = 
Gece ii RY ORE eS on a ee 
Detroit Mich. 16.8 0100S) Sn et ise me es ee 
mple-St Paul, iin. = 18.38. mm & Cincinnati. III 14 18.9 18. us ws 1 
Co Negginhealenge AREER Re ° © GR” GE ~~ — cater ~- mh @2 @ es oe 
Ome oe ey ee ee ae oe Dayton... <== el 196 B. Ws 8 13 
Forge, W.D.....2— ivi = 6186 = 0.0) 19.2787 "ARF peau -- fi a fe ie ae 
Huron $. D..... au: wa 18.9 10. 18,1 15.9 4.9 Portsmouth Wate ange. 16. 13. 20. 15. 15. 4 
were BE 6S OD. 64 86 @) Toledo........-.- 146.6 18.1 18.9 155 155 1 
(2) See below for prices on larger quantities. (b) 14, 9¢ for 750 gal & over. Youngstown... — 16.1 19.6 62. 16.2 16.2 15. 
RRS. basi uae Lanesville.......-.-.— 16.1 19.6 20. 0 165 16.5 15. 
4 100-399 400 gal bat a7 roan 10 Pye 1,500 ga oT ear et 2 8 eee ee oe = 
q a tee 6 wer al over be hay above regular. S.S. are at compan ted stations, ? 
4 Chicago. 14.4 139 112 10.95 10.45 10.8 9.55 *Teupemry Somat d Gides tu ante 
a Standard Furnece O 
4 WAM 176-849 560 gal ose 380 al 
z over over 
; Mioneapolie-St.Paul....— 16.9 2 MT, Standard Pres are tank track postings, ax all tate, a 
oe sempeces ene ases on én as 13.9 13.9 f lif : ees & ce gal of more; see 
a Loe " BD mg A oy city tax. Des Moines kerosine & furnace 0 Ca ormia 
be prices sales, occupation, consumer & use taxes to Pen Standard 
quantity dalverion — Ciieme pele Cheat te enylng Coe Se (Regular) Taxes Kerosine Fuel ou ou 
Sen Francisco, Calif... 18.3 100 192.8 MS MS 163 
Los Angeles.......... 7.8 = 10. 19.30 “3 (88 
FU 5 a0 tor cen on ein tes os * a: e 34 a 
Reno, Nev........— 20.7 10. 7 Bee ee Me 
| ce ee eS 
Continental Oil Texaco Spoke... = = Hee Se = & 
Fire Chiet Gasoline es Me ae yh ee | 8 67 
SS. ee ae ae ( Salt Lake City, Uish. 19:3 10:0 27 153 138° 15.8 
SS ee Con- Honoiul Ce a 20:9 686 CSS 
—e Dealer sumer Dealer Fairbanks, Alesha... 29:1 11: Kae eau apres iis ov: 
TW EW. TW, Janet... oe. RS Sar eee 
Concee , i * *Standard No. 2 Burner Oli. 
Ft. Worth 64 17.4 ' . 
oe oe oe 6. Os OS gee Ee eee oe 
(Regular) Taxes T.W. parr as a. Notes: For other dellveries— 
Denver Cole. 18.0 10.0 18.5 tras -~ ies oe IS mh pe tm A Ay kate te f oy Bd a Ph 
ans Sune Sen Angelo... 16.4 17.4 14. BE; than 40 gal edd S¢ gal, except at Honolulu, edd 5¢ for tom than 40 gal to maries 
Ge... 2S OO Ot Wee me Ue Oe Sats and tae than 150 a cectoits Goan Cones Sale ) prices are 
Goer Win. ieee ep aw 4¢ gal higher than Chevron (regular) for quantity delivered at al xcept Salt Lake 
Che bees ¥ 10.8 Bo. San Antonlo.. 164 17:4 16 ty, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
Sete 8 Te TS ME Rereiee._ Add te 000-ost-and-cver oxen 114 fo tens tn 29 gu, 6) tor SD-8V ge 
aim.- BF oe BY PO 1 Diesel, furnace '& stove olls—Add to 400-gal-and-ovor price 5¢ for less than 40 gal, 
Salt Lake City, lvetion Gavoline—Promium-grode, tx, __'# '0" 40-199 gal, 0.5¢ for 200-399 gal. 
Utah...... 2.3 10.0 19.7 prices 3.5¢ above regular, except E! Paso, 
‘ —_ oe 6. ms 7¢ hgher. Kerosine—Prices apply to 
Albuquerque, a (Pict ae pet Imperial ga; ative at pie par U.S 
NM... vs 105 17.9 P - gal, subtract 1/6th.)., ms 
Senta Fe. = 180 108.1 Imper iat Oil neue ou 
A ee 4 entu ck St an d ar d Seow. “Taree T.W. aes 
City... 16.05 10.5 15.8 y St Joh, INN... +00 = m . 17.0 24.7 18. 
Tulsa. —. 16.05 10:5 15.8 .S. 21.9 17:0 23.7 17. 
Crown Gase- Kere- 21.9 15.0 25. 17. 
Se, bre en ba Be =. f oe HF 
’ . axes -W. ° . * e 
Santa Fe, Cheyenne & Casper, 1. Atlanta, Ga... I 10.5 15.9 22.3 13.0 25. 18. 
ny — WR. BAS a, 16.8 12.0 15.8 23 i10 i te 
oo Jackson, Miss. 17.0 11.0 16.1 24.3 11.0 28. 20.1 
tse 400 pal & one, deduct I ——_acksonvile, 21:6 12.0 25.2 17. 
: ae 6 1.0 15.9 24.0 12.0 m7. 17 
Louisville, Ky. 16.7 11:0 16.1 20.8 10.0 24.4 16.3 
20.3 10.0 23.9 18.1 
Taxes: Birmingham 22.3 10.0 25.4 7.1 








gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; Taxes: Gasoline taxes are provincial taxes. 
Mississippi 0.5¢. Nete: Premium-grade tw above regular. 








PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request 
SYSTEMS 39-30N 58th st. WOODSIDE 77, N. Y. TWining 8-6666 
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- Gasoline Markets 


















Gasoline Prices for 55 U. S. Cities 





Dealer prices for regular eee pies pes See News are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease 
in 55 Eeaeoies sae on May 1, eke os compiled by National Petroleum as compared with Apr. 1, 1960. Tax col. indicates only motor fuel taxes levied as such. 
Ser. Sta. Tax Ser. Sta. Ser, Sta. Tax Ser. Sta. 
(ex tax) (incl. 4¢ federal) (inci. tax) (ex tax) (imel. 4¢ federal) (incl. tax) 
d-19.40 9. d-28.40 
hey ” 7 sage ®” d-16.90 10.00 —-d-26.90 
i-18:90 11.00 4-29.90 ne eS 6 Uae 
22.40 10.50 32.90 ‘ : : 
+-17.40 9°50 1-26 90 21.90 10.00 31.90 
i-16.90 10.00 1-26.90 1-21.40 8.50*** 1-29.90 
18.90 10.00 28.90 1-20.90 9.00 1-29.90 
i-17.60 10.00 1-27 60 1-19.40 10.50 1-29.90 
d-20.90 10.00 4-30.90 18.40 10,50 28.90 
1890 9100 27.90 4-15.90 11.00 d-26.90 
18.90 9.00 27.90 ae] Hy 2.8 
18.90 9.00 27.90 19:90 9°00 2890 
21.90 10.00 31.90 2240 10'50° 32.90 
19.90 10.00 29.90 : . . 
19.90 11.00 30.90 23.90 10,00 33.90 
19:90 10.00 29.90 25.90 10.00 35.90 
1-19.90 11.00 1-30.90 ee i.e a. 
1-19.90 11.00 30.90 , , ‘ 
1.40 10.50 31.90 1-18.90 10.00 1-28.90 
$090 1100 31.90 28.00 10.00 38.00 
1-19.90 12.00** 1-31.90 17,90 9.00 26.90 
21.80 11.00 32.80 pe} ed ey 
<3 io 6 6tSe tiand, Ore......--— 18.90 25.90 10,00 35.90 
20:90 1100 31°90 Seattle, Wash... == 19.00 22.40 10:50 1-32.90 
19.90 11.00 30.90 Spokane, Wash... . 21.20 26.40 10.50 36.90 
19.90 10.00 29.90 ? 
: a) Correct April average: 20.21¢. 
‘i920 ©1000-2920 B Goret April average: 30.336 
‘ . . A 54 city 
19.90 10.00 29:90 esjnctuges if city tax 


*** Includes 1.5¢ city tax. 
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Ray Cotton | 
Discovered : 


Oil! 


Twenty-six -years ago, Ray W. Cotton, Executive Vice President, 
Williams Hardware Company, Fort Smith, Ark., discovered the world’s 
richest, most complete motor oil—Pennzoil. “It’s one of our best 
lines,” says this parts distributor. “Pennzoil offers high sales, good 
profit, top dealer acceptance. And actually boosts automotive sales!” 


The Scully delivery system has advantages and profits for you that Pennzoil motor oils and lubricants give Mr. Cotton these selling ad- 
are 





a ice 








far ahead of any a single product. Alone or in combin- vantages: nationwide product acceptance; Pennzoil cooperative plans 
ation, every unit of the Scully system has important extra features and dealer programs; and outstanding service aids, like the exclusive 
found in no other make. A simple comparison will show you why Pennzoil Kontax System. All backed by Pennzoil’s 35 years of top — 
Scully, after 24 years is still the leader in the field. See for merchandising and advertising experience. 
yourself why there is no other, call NOrmandy 5-3900. The profitability of Pennzoil’s product 


leadership, supported by sound sales, ad- 


SCULLY srenwat company vertising and promotion policies, is borne 
out by the success of the many distributors 


MELROSE 76, capi oe sig emmalgladard who have featured Pennzoil for years. 
BI GAMADA: & & Gallayher Sales, ee Member Penn. Grade Crude Oil Assn, 


Permit No. 2, Oil City, Pa. 
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Gasoline Markets 
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Write today for Advertising Space Rates 
330 West 42nd St., New York 36, N. Y. 


This Is Your Market Place 
NATIONAL PETROLEUM NEWS 
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per gallon. In addition there is the Federe! Tax of four cents (4¢) per gallon. 


PATENT CHEMICALS 
Posterson 4. New Jersey 


Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


previous year: 


torre eee 


seeerarees 


Total 48 States end D. of C...... 
* These are State tax rates 
(a) Not @ State in 1958, 


Dally Average 
Chenge 
Percentage change in Daily Average............--+-+-0+sseceeceee-eees 
New York 


t Alasks.... 


District of Columbia... 


Florida. . 
North Carolina .. 
North Dakota 


Total 
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1M eetings 
















Asem. of American Battery Manufacturers, 


e Pennsylvania Grade Crude Oil Assn., 37th 
Penhills Clubs, Bradford, 


H., June 5-9. 
. Sovlety of Automotive 
Beach Hotel, 
Chicago, June 5-10. 
Interstate Oil Stat- 


Petroleum Packaging Committee, Packaging 
—— Sheraton Hotel, Philadelphia, June 


Wisconsin Petroleum Assn., summer golf 
tournament, Lake Delton, June 21. 


Of] Trades Assn. of New York, golf party, 
Siwanoy Country Club, June 28. 


tournament, 
Mt. Hawley Country Club, Peoria, June 29. 


National Congress of Petroleum Retallers, 
14th annual meeting, Shamrock-Hilton 
Hotel, Houston, Aug. 14-19. 


Desk & Derrick 


Club, Sheraton-Cadillac 
Hotel, Detroit, Sept. 23-24. 


Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 25-27. 


Mississippi Oil Jobbers Assn. and Alabama 
Petroleum Jobbers Assn., fall convention 
and trade show, Buena Vista Hotel, Biloxi, 
Sept. 25-27. 


Independent Oil Compounders Assn., an- 
nual meeting, Hotel Moraine on the Lake, 
Highland Park, Ill., Sept. 25-27. 


National Petroleum Assn., annual meeting, 
Hotel Traymore, Atlantic City, Sept. 14-16. 


Virginia Oil Men’s Assn., Hotel Roanoke, 
Roanoke, Sept. 28. 


OCTOBER 


American Society of Lubrication Engi- 
neers, 7th lubrication conference, Hotel Mor- 
rison, Chicago, Oct. 3-5. 


American Petroleum Credit Assn., annual 
meeting, Park Sheraton Hotel, New York 
City, Oct. 9-12. 


Colorado Petroleum Marketers Assn., 6th 
annual convention, Broadmoor Hotel, Colo- 
rado Springs, Oct. 9-11. 


»Tennessee Oil Men’s Assn., annual meet- 
ing, Andrew Jackson Hotel, Nashville, 
Oct. 9-11. 


North Carolina Oil Jobbers Assn., Grove 
Park Inn, Asheville, Oct. 9-12. 


American Petroleum Credit Assn. and 
Assn. of Eastern Petroleum Credit Man- 
agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


API Marketing Division, marketing re- 
a ee ee On 


Indiana Independent Petroleum Assn., fall 
convention, Oct. 11-12 (place unavailable at 
publication). 


South Dakota Independent Oil Jobbers 
Assn., annual convention, Marvin Hughitt 
Hotel, Huron, Oct. 12-13. 


West Virginia Petroleum Assn., annual 
a Daniel Boone Hotel, Charleston, 
. 43. 





>Empire State Petroleum Assn., Hotel 
Astor, New York City, Oct. 16-18. 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Sheraton- 
Jefferson Hotel, St. Louis, Oct. 16-18. 


»American Society of Mechanical Engineers 
and American Society of Lubrication Engin- 
neers, joint lubrication conference, Statler 
Hotel, Boston, Oct. 17-19. 


Fuel Merchants Assn. of New Jersey, 
annual meeting and trade show, Hotel 
Haddon Hall, Atlantic City, Oct. 18-21, 


Nebraska Petroleum Marketers Inc., an- 
nual meeting and trade show, Sheraton- 
Fontenelle Hotel, Omaha, Oct. 18-19. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 23-25. 


Private Truck Council of America, Inc. 
fleet maintenance exposition, The Coliseum, 
New York City, Oct. 24-27. 


Society of Automotive Engineers, national 
transportation meeting, Hotel Leamington, 
Minneapolis, Oct. 25-27. 


Oil Trades Assn. of New York, 45th 
annual banquet, Waldorf-Astoria Hotel, 
New York City, Oct. 26. 


Assn. of American Battery Manufacturers, 
Palmer House Hotel, Chicago, Oct. 27-29. 


National Lubricating Grease Institute, 
annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 31-Nov. 2. 


Petroleum Packaging Committee, Packag- 
ing Institute, 22nd annual national packaging 
forum, Statler-Hilton Hotel, New York 
City, Oct. 31-Nov. 2. 


NOVEMBER 


Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Congress 
Hotel, Chicago, Nov. 9-12. 





p>First Listing 





Empire State Petroleum Assn., Cornell 
University, Ithica, N. Y., July 25-28. 


California Petroleum Marketers Assn., 
University of Washington, Seattle, Aug. 
8-11. 


Illinois Petroleum Marketers Assn., 
Robert Allerton Park, Monticello, Sept. 
11-14. 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
11-14. 





MANAGEMENT INSTITUTES 


South Carolina Oil Jobbers Assn., 
University of South Carolina, Colum- 
bia, Sept. (exact date unavailable at 
publication). 

Pennsylvania Petroleum Assn., Penn 
oer’ University, University Park, Oct. 
Louisiana Oil Marketers Assn., 
Louisiana State University, Baton 
Rouge, Nov. 10-12. 


Alabama Petroleum Jobbers Assn., 
Nov. 16-17 (place unavailable at pub- 
lication). 
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Madsen: New-burner maker 


ARNOLD MADSEN, who plans to 
bring a Shell-Ventres-type oil burner 
to market in two months (See page 
123), is an easy-going, easy-talking 
South Dakotan who has made his home 
in Minnesota since 1928. 

As president of Madsen Service Inc., 
Minneapolis, Madsen leads two lives: 
He is a burner manufacturer (burner 
assembler would be more accurate), 
and he operates a burner-service or- 
ganization. 

He'll be leading a single life soon. 
He plans to devote all his time to his 
new burner and let ‘his two sons, 
Maurice and Curtis, take care of the 
service organization. 

Madsen, now 58, describes himself 
as a heating engineer. But he’s quick 
to point out that he holds no degrees. 
“I picked up a lot of knowledge in my 
work, and I also went to night school.” 

Since he left his home town of Ar- 
lington, S. D., for Minneapolis in 
1928, Madsen has been an oil-burner 
man. He worked as service manager 
for the old Hubbard Oil Burner Co. 
and the old Grudem Oil Burner Co., 
and did some sales work until he set 
up his own service shop in 1941. 

When Shell Oil Co. came out with 
its Shell head for gun-type burners in 
1947, Madsen turned to burner manu- 
facturing. Today he has a full line of 
14 models covering domestic and com- 
mercial-industrial oil-burner market. 
All of Madsen’s burners use the Shell 
head. In addition, he markets a Shell- 
head converter. 

His service organization, which 
started with one man and 300-400 ac- 
counts, now includes 22 burner men 
and installers, who service about 11,- 
000 oil burners in the Twin Cities area. 
“We do a lot of work for Shell, Pure, 
and Mobil, among others,” he says. 
And all of it is on a per-call basis; 
Madsen Service has no burner-service 
contracts. 


NEWS NOTES 


William Ww. 
Bryan was chosen 
for the new post 
of vice president 
for marketing at 
Humble Oil and 
Refining Co. 
(Del.), responsible 
for coordinating all 
of the company’s 
marketing _activi- 
ties. He started his 
oil career in 1923 
in Esso Standard’s 
Virginia division and moved north in 
1949 as manager of the New Jersey sales 
division. 

In 1954, after a year on special as- 
signment in France for the parent Jersey 
Standard, he was named Esso’s northern 
regional sales manager. In 1956 he be- 
came assistant marketing coordinator for 
the Jersey company, and in November 
of the same year was named marketing 
vice president and a director of Carter 
Oil Co. 








Bryan 


* 

J. R. White moves up from president 
to chairman of the board at Imperial 
Oil Ltd. William O. Twaits, former ex- 
ecutive vice president, succeeds him as 
president and chief executive officer. At 
the same time, L. D. Fraser, general 
manager of the marketing department 
before he became a director in 1957, 
was named a vice president. 

e 

C. P. Holland Jr., Shell distributor in 
Suffolk, was elected president of the 
Virginia Oil Men’s Assn. D. H. Conley, 
Atlantic Refining Co. district manager at 
Richmond, is first vice president, and 
H. B. Gantt, Mobil distributor in Har- 
risonburg, is second vice president. 

7 

J. P. McLaughlin, assistant treasurer 
and general credit manager, Richfield 
Oil Corp., is president of the Credit 
Managers Assn. of Southern Calif. 


° 

Jack Pelinka of the Pure Oil Co. is 
president of the Upper Midwest Oil 
Men’s Co., Minneapolis, Minn. E. Everts, 
Midwest Oil Co., is vice president; 
Larry Woehrer, Mobil Oil Co., secretary; 
and Cliff Sims, Shell Oil Co., treasurer. 

* 

Clarence H. Fay, staff member of Oil- 
Heat Institute of New England for many 
years, was named secretary-treasurer of 
the OHI chapter, succeeding Robert C. 
Wing. Fay also takes over another post 
held by Wing, that of executive secre- 
tary of the New England Fuel Dealers’ 
Assn., now affiliated with OHI of New 
England. 


* 
Norman W. McRoy holds the new 
post of retail sales manager at Martin 
Oil Co., Carbondale, Ill. He’s been with 
the Kroger Co. for 21 years, most re- 
cently as grocery merchandiser in charge 
of buying and planning sales programs 
for stores in the Carbondale division. 
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About Oil People 





Leonard Braun of Pipitg Rock Fuel 
Oil Co., Halesite, L. I., has been named 
president of Oil-Heat Institute of Long 
Island. 

Other officers are Richard McTarna- 
han, Petroleum Heat and Power Co., 
Mineola, first vice president: James R. 
Wells, Wells Fuel Co., Great Neck; and 
William Kampfer, Oil Associates, Amity- 
ville, second vice president; James A. 
Mulligan, Nassau Mutual, W. Hemp- 
stead, treasurer; and Robert Allyn, Allyn 
Fuel, Freeport, assistant treasurer. 


Carl Jonswold of Pure Oil Co., Chi- 
cago, was named president of Oil Heat 
Council of Greater Chicago, covering 
Lake, Cook and DuPage counties. Julius 
Loeffler, Commerce Petroleum Co., is 
vice president; William K. Phillips, Sin- 
clair Refining Co., treasurer, and L. R. 
Wolfe, Burning Oil Distributors Assn., 
secretary. 





Joseph L. Seger, 
Carter division since its merger into 


president of the 


Humble Oil and Refining Co. (Del.) 
several months ago, transfers to the par- 
ent company on June 1 as vice presi- 
dent for public affairs (public relations 
and government relations). He was ex- 
ecutive vice president at Carter before 
moving up to the presidency. 

At the same time, John W. Brice re- 
signs as an executive vice president of 
Humble to switch back to Carter, where 
he had been president up to the time 
of the merger. For the present, Brice 
continues as a Humble director. 

At the Esso Standard Division, Clifton 
C. Garvin Jr. becomes general manager 
of the supply department, succeeding 
Donald M. Cox, who joined the parent 
Humble company as manager of supply 
and distribution. 


Two new positions at Continental Oil 
Co. are being filled by R. S. Bramlett 
and E. W. Cave. Bramlett, formerly as- 
sistant manager of bulk sales, becomes 
assistant manager of general office sales. 
Cave, formerly assistant director of mar- 
keting technical services, becomes direc- 
tor of aviation sales. 


Frank M. Perry, manager of the gaso- 
line division for Cities Service Oil Co. 
(Del.), was elected president and gen- 
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WARE! 


UNDERWRITERS- APPROVED U.S. ROYAL HOSE EXCEEDS ALL SPECIFICATIONS 


It’s a comforting feeling to know that you, the buyer, 
never need beware when it’s a “U.S.” Product. U.S. 
Royal Gasoline Pump Hose not only has Underwriters’ 
Approval, but also exceeds all their specifications. This 
solid, extra margin of safety and stamina means greater 
value for your hose dollar, for it means longer wear, 
easier handling. This is the hose that will outlast by 2% 
times the conventional gasoline pump hose. 


Mechanical Goods Division 





188 


Royal hose works equally well for both external drape 
and internal retractable pumps. Steel-braid carcass, 
positive static connection. Complete resistance to sub- 
zero stiffening or cracking. 


Get U.S. Royal Gasoline Pump Hose or any of the 
“U.S.” marketing hose from your Oil Equipment Job- 
ber or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 





In Canada: Dominion Rubber Company, Ltd. 
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eral manager of Petroleum Chemicals 
Inc., New Orleans, jointly owned by 
Cities Service and Continental Oil Co. 
Fred H. Ramseur Jr., formerly coordina- 
tor of light hydrocarbons for the parent 
Cities Service Petroleum Inc., succeeds 
Perry at Bartlesville. 

* 

Thomas S. Hor- 
rocks, general sales 
manager for Sun 
Oil Co. since 1957, 
has been named 
marketing vice 
president of the 
company to suc- 
ceed Willard W. 
Wright, who has 
been promoted to 
a senior vice pres- 
idency. 

Horrocks Wright, one of 
three new senior vice presidents of the 
company, will handle administrative 
functions outside the marketing depart- 
ment and will serve as the policy and 
planning senior vice president for mar- 
keting activities. 

Horrocks, with Sun since 1934, was 
sales manager in Harrisburg; district sales 
manager at Marcus Hook, Pa., River 
Rouge, and Hamtramck, both in Michi- 
gan; assistant sales manager of the New 
York sales region; and assistant general 
sales manager. Last year he was named 
a director of the company. 





Guy D. Carroll 
is American Oil 
Co.’s new Bal- 
timore regional 
manager. Formerly 
northern regional 
manager for Stand- 
ard Oil Co. (Indi- 
ana), he succeeds 
W. A. O’Day, who 
retires June 30 
after 34 years with 
Amoco. Also going 
from Standard to 
Amoco is W. E. Schoening, formerly 
district manager in Jefferson City, Mo., 
now manager of marketing development 
at Amoco. 

Amoco also announces that I. C., 
Wood, formerly Richmond district man- 
ager, was named Pittsburgh district man- 
ager succeeding W. A. Stone, retired. 
J. R. Dague, assistant district sales man- 
ager in Charlotte, N. C., succeeds Wood. 
R. H. Gravlee, formerly operations man- 
ager, New Orleans region, was named 
marketing manager succeeding R. E. 
Bowen, now on special assignment in 
New York headquarters. J. D. O'Reilly, 
formerly administrative manager in New 
Orleans, becomes administrative and op- 
erations manager. 

In Rochester, N. Y., Hamilton P. 
Dendel becomes district manager. He 
was formerly assistant to the executive 
vice president of Indiana Standard. 





Carroll 


e 

Charles M. Coutlee of Independent 
Coal and Lumber Co., Ottawa, Ont. has 
been named president of Oil Heating 





Assn. of Canada. He has been an OHA 
director and president of the Ottawa 
chapter. 

Other executives include D. J. Brooker 
of Aero Tool Works, Toronto, and John 
Schwann of Sacco Oil Ltd., vice presi- 
dents, and Fred W. Birch of Elias Rogers 
Co. Ltd., Toronto, secretary-treasurer. 

& 

Rawleigh Warner remains as chairman 
of the board at Pure Oil Co., but is 
passing the responsibilities of chief ex- 
ecutive officer on to Robert L. Milligan, 
president since 1954. 


About Oil People 





Dean E. Pittenger now operates an 
insurance company, Dean E. Pittenger 
Co., dealing in commercial and indus 
trial insurance. A past president of the 
Kansas Oil Men’s Assn., he sold his 
Wichita Oil Co. the first of the year. 


” 

Larry L. Cox, formerly assistant man- 
ager of distributor sales, has been named 
coordinator of distributor sales for DX 
Sunray Oil Co. He succeeds M. H. Duf- 
field, who retired recently. 

- 
Robert E. McDonough was elected 








4 


A FULL YEAR GUARANTEE 


ON MEDONALD’S SAFE-T-MATIC NOZZLE 


McDonald’s confidence in the new Safe- 
T-Matic nozzle has prompted a full year’s 
unconditional guarantee on the nozzle 
mechanism. And, anytime after the first 
year, McDonald will recondition the Safe-T- 
Matic for $12.50 and issue an additional 6 
month guarantee. 


The new Safe-T-Matic works on pressure, 
not vacuum. This means gasoline flows 
through nozzle without picking up vapor, 
without foaming or frothing. The Safe-T- 
Matic fills the tank full everytime, auto- 
matically. No need to take the time to top 
the tank. A control on the nozzle handle can 
be adjusted for three rates of gas flow. 
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Assure yourself of a good buy. Buy a nozzle 
with assured performance . . . the McDonald 
Safe-T-Matic. It’s guaranteed. 


A. Y. MSDONALD mre. co. 


Dept. NPN-660, 12th & Pine Streets, Dubuque, lowa 
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vice president of sales for Hempstead 
Oil and Storage Co., Mobile, Ala. He has 
been sales manager of Hosco, another 
Murphy Corp. subsidiary, since he joined 
them in August 1957. Before that he was 
district sales manager for Continental Oil 
Co. for five years. 
. 

Fred G. Crosby, general sales manager 
of Sun Oil Co. Ltd., has been elected a 
vice president. 

cy 

H. D. Hines has moved up to chair- 
man of the board of Spur Oil Co. He’s 
been president since last June, following 
the founder’s death. Paul Banks Jr., ex- 
ecutive vice president since last June, is 
the new president. 





James Davidge 
has been named 
sales promotion 
manager for Shell 
Oil Co. He moves 
up to New York 
headquarters from 
Baltimore, Md., 
where he has been 
retail manager for 
the division. 

Davidge suc- 
ceeds D. B. Burks, 
now in Seattle as 
sales manager, commercial, for the 
northwest division. Burks is succeeding 
A. J. Shirley, who died some months 
ago. 


Davidge 





Where You move tt, 
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Bowser Filter-Separators used at 
Idlewild are identical in design 
cind function to those specified 
and approved by the military. 
Photo shows six 1200 G.P.M. 
units at Idlewild bulk plant site. 


and water. 


BOWSER FILTER-SEPARATORS 


At New York International Airport, and for the 
new Dulles installation, Bowser equipment is 
specified for protection against solids and 
water contamination of aircraft fuels. Used at 
unloading points, in bulk storage areas, on 
pipelines, and loading racks or hydrant 
systems, Bowser units remove all traceable dirt 





BOWSER EQUIPMENT MEETS MILITARY REQUIREMENTS 





Bowser Filter-Separators are available as manual 
and fully automatic equipment for tank farms, bulk 
transfer and airport hydrant systems. Available in 
metal to specifications for gasoline, kerosene, JP-3, 
4 and 5 low-dyne fuels. 


BOWSER INC. 


Fort Wayne, Ind. 
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R. B. Maxfield was named sales man- 
ager of the Omaha district of Standard 
Oil Co. (Indiana). His former post as 
Des Moines sales manager goes to K. R. 
Leffler, sales manager for the Sioux City 
district. 








Welch 


M. J. Rathbone, president of Standard 
Oil Co. (N. J.), was named chief execu- 
tive officer and chairman of the execu- 
tive committee, succeeding Eugene Hol- 
man who retired (NPN—May p189). At 
the same time, Leo D. Welch succeeds 
Holman as chairman of the board. 
Welch, an _ executive vice president, 
joined Jersey as treasurer in 1944 after 
25 years in foreign banking. 

© 


Rathbone 


Charles R. Clark 
has retired after 
more than 40 years 
with Tidewater Oil 
Co.’s western mar- 
keting division. 
Appointed _ special 
operating assistant 
earlier this year, 
he had _ headed 
sales operations in 
northern California 
since 1948. Before 
that he was Port- 
land, Ore., district marketing manager. 

Tidewater also announces that Ken- 
neth D. Robertson, formerly assistant to 
the western division marketing manager, 
is now assistant division marketing man- 
ager. Harold V. Heffner, former retail 
sales supervisor, is now assistant retail 
marketing manager. 

Charles B. Anderson, former area sales 
supervisor at San Pedro, has the new 
post of commercial sales supervisor to 
handle commercial and industrial ac- 
counts out of Los Angeles headquarters. 

John N. Hill takes over as special 
products sales supervisor. He joins Tide- 
water after several years as Arizona sales 
representative for Dow Chemical Co. 





Clark 


6 

Paul Kayser holds the new post of 
chairman of the board and chief execu- 
tive officer of El Paso Natural Gas Co. 
President since he founded the company 
in 1928, Kayser is succeeded by Howard 
Boyd, formerly executive vice president. 


= 
John A. Torode, Torode Oil Co., Shell 
jobber at Starke, moves up from execu- 
tive vice president to president of the 
Florida Petroleum Marketers Assn. Serv- 
ing with him will be L. M. (Whitey) 
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Hurlbut, Marion Oil Co., Phillips jobber 
at Osala, vice president, and Cecil F. 
Collins, Premium Fuel Co., Tallahassee, 
treasurer. Reggie Moffat, L. A. Johnson 
Fuel Oil Co., Orlando, continues as fuel- 
oil vice president. 


Lloyd F. Hart- 
wig was chosen for 
the new position 
of coordinator of 
trade relations for 
Skelly Oil Co., a 
post created to 
maintain good re- 
lations between 
the company and 
its jobbers, deal- 
ers, and _ tank-sta- 
tion salesman. 
Denver division 

manager since 1955, he was manager of 
the Minneapolis division for 11 years be- 
fore that. W. H. Tuttle, assistant divi- 
sion manager at Denver since 1951, 
moves up to succeed Hartwig, and 
George H. Partridge, formerly district 
salesman of the Berthoud district, suc- 
ceeds Tuttle. 

Two other new posts at Skelly go to 
Harl T. Palmer and K. R. Skiles. Palmer, 
formerly TBA manager of the Chicago 
division, was named director of petro- 
leum sales training. Skiles, former assist- 
ant division manager at Kansas City, was 
named special sales representative, home 
office services section. M. M. Cumpton, 
formerly district salesman at Springfield, 
Mo., succeeds Skiles. 





Hartwig 


In the Tulsa di- 
vision, Russ R. 
Stamper retires 
July 1 as division 
manager, a post he 
has held _ since 
1933. An _ avid 
horseman, he'll 
devote most of his 
time to his ranch 
near Inola. Stam- 
per, a personal 
friend of the late 
W. G. Skelly, has 
been with the company 35 years. J. E. 
Butler, assistant division manager since 
1954, moves up to succeed Stamper. 
Gordon R. McAlpine, TBA supervisor, 
succeeds Butler. 

At St. Paul, Max C, Schulz takes over 
as division manager. Assistant manager 
of the Des Moines division since its crea- 
tion in 1958, he was manager of the 
Omaha division before that. Schulz is 
succeeded at Des Moines by R. L. Me- 
Glade, TBA supervisor. M. D. Caviness, 
formerly branch manager at Cedar Ra- 
pids, succeeds McGlade. 

George R. (Bob) Woodruff, Univer- 
sity of Florida football coach until he 
resigned last year, has joined Sinclair 
Refining Co. as an agent in Gainesville, 
Fla. And come July 1, a former coach- 
ing assistant, Dick Jones, will join 
Woodruff. 





Stamper 


William R. Seuren is now marketing 
vice president of Murphy-Canada Oil 
Co., managing the company’s eastern 
Canada marketing properties from To- 
ronto headquarters. He was formerly with 
Frontier Refining Co., Denver, Colo., 
where he had been sales vice president 
since 1955. 

oe 

F. G. Mitchell, industrial salesman at 
Charleston and Columbia, S. C., for 
Texaco Inc., has retired after 40 years 
with the company. 
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About Oil People 





Deaths ... 


Elmer W. Morrison Sr., executive vice 
president and a director of Cumberland 
Oil Co., Nashville, Tenn., died April 28 
of a heart ailment. He was 65. 


Peter F. Gores, 69, manager and sec- 
retary-treasurer of Farmers Oil Co., Mt. 
Angel, Ore., died April 23 from cancer 
discovered last October. He continued 
working through April 11. 











LOWER LINE LOSS 
IN JET FUELING 
OR HOME DELIVERY 


At flow rates from 
40 to 600 g.p.m., 
full-flo hub assemblies 
in Hannay hose reels 
reduce line loss and 
increase delivery speed. 
Full-sweep radius of 
outlet offers less 

flow restriction than 
any other design. 
Flanged outlets permit 
easier installation 

of hose. 


Write for new Aircraft 
Fueling and Service 
bulletin and Fuel 
Delivery Catalog. 





CLIFFORD B. HANNAY & SON, INC. 
WESTERLO 6, N. Y. 
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SEARCHLIGHT SECTION 


EMPLOYMENT: 
BUSINESS 


DISPLAYED 


— Spaces with border rules for prominent 

of advertisements. 

Pray tie rate is $17.75 per inch for all 
advertising appearing on er than a contract 
basis, Contract rate. quoted on request. 

—— ga .00 per inch, sub- 
ject to Agency Commission. 

An advertising inch is measured %” ed on 
one column, 3 columns—30 inches—to a pag 


“OPPORTUNITIES” 


——RATES——_ 


-EQUIPMENT 
:USED OR RESALE 





UNDISPLAYED 


$1. nd EF line, minimum 3 lines. To figure advance 
count 5 average words as a line. 
Positions Wanted take one-half of above rate. 
Box Num care our New York. Chicago & 
San Francisco offices count as one additional “11 line. 
Discount of 10% if full payment is made in advance 
for 4 consecutive insertions. 


Send NEW ADS or Inquiries to Classified 
Advertisin Division NATIONAL PETRO- 
LEUM NEWS, P.O. Box 12, New York 36. 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
6,500 to 12 
Coiled 


Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
lete Tank Cars 
— and 10,000 Gal. * 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


328-332 Connell Building 
Scranton 3, Pennsylvania 
1 ph bi d 3-1117 





thinking-, working-type 
ADVERTISING MANAGER 


solid administrative and creative experience 
planning, a eee executing, evaluating 
policies, programs, budgets consumer prod- 
ucts including petroleum. TV, radio, news- 
paper, outdoor, farm paper, co-op program, 
sales meetings, dealer helps. Worked with 
hundreds of retailers, whoiesalers several 
classifications. Works well with top man- 
agement and agencies. Now with a “first 
300” corporation. Two positions wisteee 
years. Family, 38, top references. $14- 18,00 
oon on location. 

P 364 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Ill. 














“Major Cempeny, bes has available exceptional 
large, ‘aan area in South Missis. 
sippi_ near economically ie. Gulf Coast. Four 
— located modern service stations, bulk plant now 

ing approximately 600,000 gals. anmually with 
poten ential approximately 2,500, Capital needed 
approximate 1000, ‘initially $60,000 for expan- 
sion. Apply National’ Petroleum 


BO 4042 Nat'l Pet. views 
520 N. Michigan Ave., Chicago 11, Ill. 
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WE WANT TO BUY 
A FUEL 
OIL BUSINESS 


REGARDLESS OF SIZE, 
IN METROPOLITAN PHILADELPHIA 


Write BO 4130 Nat. Pet. News 
Class, Ady. Div., P.O. Box 12, N.Y. 36, N.Y. 








Wanted: 
IDEAS ne 4 iad 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 





ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. Ox 12 
Michigan Ave. 
SAN FRANCISCO. 4: 68 Post St. 


POSITIONS VACANT a“. 


General Manager—Service Department, must be 
qualified to handle entire Service Department, 
light oi? burners, large independent fuel oil dealer 
established 25 years on Long Island. Salary 
$10,000 00 plus benefits. P-4340, National Petro- 
leum News. 











Sales Manager, Long established, rapidly ex- 
panding fuel oil marketer seeking man capable 
of developing and directing all sales of oil to 
residential and commercial accounts. Must 
possess all management skills and abilities. Ex- 
cellent starting salary and commission plus 
higher earnings ——— Submit detailed quali- 
fications and photograph. E. B. Porter, Jr. 
President, City Fuel Oil Co., Inc., St. Peters- 
burg, Florida. 


POSITIONS WANTED 


Sales Supervisor (38) twelve years experience, 
College Grad, desires contact with progressive 
Major or Independent in Middle West of Rocky 
Mt. area. Experience with major in all phases 
of retail marketing, wholesale, administrative, 
and real estate. Outstanding record, excellent 
references. PW-4296, National Petroleum News. 


Sales Representative, experienced, good back- 
ground with major oil company, metropolitan 
New York market, all phases petroleum retail 
marketing, TBA, seeks opportunity with major 
or progressive independent, Los Angeles or New 
York area preferred, 31, resume on request. PW- 
4450, National Petroleum News. 

















TANK WAGONS FOR SALE 

1957 Ford Cab C-600, Tyra ge Tank 
truck; Single ag a $4,5 

1949 Dodge, 1,000 Gal. Tank Truck; ry Compart- 
ments, $1,395.00. 


Both in good operating condition, completely equipped 
with pump, hose reel, and meters. 
nes. sneewonTn SUPPLY COMPANY 
65 N. College Ave.—Newark, Delaware 








PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 
PEACOCK CORPORATION 
Box 268, W , N. J. 





BUSINESS OPPORTUNITIES 


Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties, Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Major Oil Company Jobbership five fee proper- 
ties, 28 dealer accounts, 450 consumer accounts 
both fuel and gasoline volume in excess of 3,000,- 
. Le good statement. Excellent earnings. 

$350,000. Location Upstate New York 
BO-s986, National Petroleum News. 


For Sale—Modern Gasoline Bulk Plant with 
Service Station front, four 20,000 gallon tanks, 
steel loading rack, warehouse and office. Less 
than two years old. Located on U.S. Highway 
with railroad facilities available. Located in east 
central Virginia. Write BO-4142, National Petro- 
leum News. 
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ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part 
of their addresses. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 





For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 

To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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bottom of the barrel 


e Practical Joke. Bill Lee of AC Spark Plug tells this one. 
Seems an AC engineer undertook a close check on gaso- 
line mileage in his new compact car. His pals heard about 
it and planned a long-drawn-out trick. 

Each day they secretly added a small amount of gasoline 
to his tank. At first the engineer was highly pleased with 
his mileage figures, until they rose to fantastic heights. As 
signs of alarm began to show, his pals reversed the trick 
and siphoned out a little gasoline each day. His mileage 
figures began sinking to fantastic depths. 

The poor guy became so disturbed he resigned his job, 
left town and got into a business that had nothing to do 
with cars—so the story goes. 





e Specialty of the House. In San Francisco, gasoline from 
Standard of California tanks leaked into the bay around 
Fisherman’s Wharf. Cracked a local wag: “Fisherman’s 
Wharf used to feature Crab Supreme. Now it’s Crab Chev- 
ron Supreme.” 


e ESP. A Tennessee jobber boasts that he can find the 
liquor no matter where his wife hides it. Says he has a 
Fifth Sense. 





NPN 


J CLEANING 
SERVICE 
.: 





“You get any fatter, buddy, 
and you’re out of a job.” 
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EXPERIENCED 
LUBE MAN 

















“Vacation? Well last year mine was on a Thursday.” 














“I see ya changed ya mind 
about usin’ the restroom.” 


e Nepotism. In Seattle, the crowd gathered for a Time 
Oil ticket-drawing. Time executive Merle Perkins pulled 
out a ticket, read the number. “Who wins this beautiful 
portable barbecue set?” he intoned happily. Came a five- 
year-old soprano cry from the crowd: “Here it is! Here 
it is! I got it, Daddy!” 

New drawing. New ticket. New winner. 
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“Not here, Ed. Remember 
our corporate image!” 
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Regional Sales Representatives 
ATLANTA 3, 1301 Rhodes-Haverty Bldg., 
William O. Crank, Jackson 3-6951 


BOSTON 16, 350 Park Square Bldg., 
Dawson A. Rutter, Hubbard 2-7160 


CHICAGO 11, 520 North Michigan Ave., 


Raymond J. Kelly, Mohawk 4-5800 — 
CLEVELAND 13, 1164 Illuminating Bldg., 
55 Public Square Kl 


Walter G. Berger, Superior 1-7000 
DALLAS 1, 901 Vaughan Bldg., 1712 Com- 
merce Street 
James R. Pierce, Riverside 7-5117 
DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 t 
DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 SYN 
Carl J. Coash, Jr., Woodward 2-1793 
HOUSTON 25, W 725 Prudential Bldg. 
Gene Holland, Jackson 6-1281 
LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 Cc 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
PHILADELPHIA 3, 6 Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Room 1111 Oliver Bldg., 
Walter G. Berger, Express 1-1314 
SAN FRANCISCO 4, 68 Post Street 
Scott Hubbard, Douglas 2-4600 
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LOWER 
IN MANY 
WAYS 


- hut higher 








Tokheim Interceptor Series 448 
was the first computer pump to be 
offered without dial lighting. Oil 
men tell us it is still the best. See 
your Tokheim representative. Write 
for catalog today. Tokheim Corpo- 
ration, Fort Wayne 1, Indiana. 


SYMBOL OF EXCELLENCE 





| 


INTERCEPTOR-SERIES 448 


LOWER ORIGINAL COST! 
Considerably less due to simple styl- 
ing and the absence of dial lighting. 


LOWER OPERATION COST! 
Less power required. No light bulbs 
to burn out and replace. 


LOWER MAINTENANCE COST! 
Traditional Tokheim quality inside 
and out. Finish defies elements. 
Fewer painted surfaces to mar. 


LOWER SILHOUETTE! 
Only 48” high. Four inches lower 
than most lighted pumps. 


MUCH HIGHER IN VALUE! 












SINGLES — TWINS —PEDESTALS 





yading operation is on its 


--A. O. SMITH KEY-COUNTER 


SYSTEM SERVES HAULERS 24 


HOURS A DAY... REQUIRES 


MINIMUM SUPERVISION 





“Turn-key” service by A. O. Smith — the first bottom-loading, 

key-counter installation in operation. Opened at one of the northern 

terminals of a major oil company, it has shipped several million gallons 

of fuel oil during the first six months of operation. 

_ It works like this! Driver presets quantity wanted (choice of No. 1 range 

oil or No. 2 diesel) and opens A, O. Smith’s step-stop valve with his personal key for his 
company’s exclusive counter. A. O. Smith’s key-counter system does the rest—valve automatically 
shuts off at preset figure and key-counter registers the exact total taken out by the customer. 
Printed ticket (net gallons corrected automatically to 60°) records each transaction for billing. 
Advantages are two-fold! The company requires very little supervision — one employee leaves new 
tickets each morning and picks up recorded tickets from previous day’s purchases. Hauler can 
schedule his operation for anytime, day and night, to best fit his requirements. System also 
eliminates need for additional rolling equipment — makes for more deliveries with less equipment. 
To find out more on how A. O. Smith “turn-key” systems can fit into your 

operation, contact your A. O. Smith meter representative or write direct. 


Through research cS a better way 


Smith-E.2._Divis ahead 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, III.; Houston 2, Texas; Los Angeles 22, Calif.; New York 
17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A, 0. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 











